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"Good Judgment 


is requisite for a successful advertiser. It holds his 
nerve in check, tempers boldness with sagacity, sizes 
up the scheme and marks with prudence the lines of 
safety. Moreover, it looks well to the article advertised 
and the prospective demand therefor, as well as to the 
manner and method. Good judgment also grasps at 
once both the field and the opportunity, the direction 
and detail, provides for delays and open switches, has 
an eye on pay-day, and leads direct to 


Good Advertising 


Newspaper advertising, like Kentucky whisky, is all good, but 
some is better. An aggressive newspaper of high standing, which has 
age and the confidence of its readers, backed up with capital and energy, 
and which leads all others in circulation in a populous and progressive 
country, gives to an advertisement the stamp of public approval of the 
article advertised. 

The San Francisco Examiner issuch a newspaper. If all adver- 
tising is good, that in The Examiner is surely the ‘‘some” which is 
better. It is even more, for beyond the crest of the Rockies, as a news- 
paper The Examiner ranks the comparative and comes to the front as 
the best in all that garden of God’s country—California. 

This is the good advertising which waits on good judgment and 


Good Results. 


W. J. RITCHIE, Sete Agent, 
186 and 187 World Building, New York. 
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Individuality 


IS THE == 
INHERENT STRENGTH 
OF THE 

COUNTRY WEEKLY. 






















It knows every one worth knowing and is known 
by every one. 

It is a constant inhabitant of every home. 

It moulds the opinion of the entire family— 
tells every incident which has occurred during 
the week, and influences its readers to buy the 
articles advertised in its columns. 


It is thoroughly unique. There is no substitute. 





1,400 local papers comprise the Atlantic Coast Lists. 

They reach fully one-sixth of all the country readers 
of the United States every week. 

One order, one electrotype does the business. 











Catalogue free. 






ATLANTIC COAST LISTS, 
134 Leonard Street, New York, 
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WHAT THE ADVERTISING AGENT 
DOES FOR THE NEWSPAPER.* 
‘By D. M. Lord. 

(Of Lord & Thomas, Chicago.) 

There was a time when all news- 
papers looked upon gentlemen of our 
craft as guerrillas, ‘They were borne 
with on the basis that what ‘‘ can’t be 
cured must be endured.” 

In the evolution of business this is 
entirely changed. All of the metro- 
politan papers of the country now 
acknowledge the benefit to the adver- 
tising business of the advertising agent, 
and they have no meeting at which the 
advertising agent is not a welcome 
visitor—he takes part in the discussion, 
is invited to the higher seats at the 
banquet table and is present at all con- 
sultations regarding the advertising 
business. 

In the development of trade the 
advertising agent has become an in- 
stitution and has come to stay. He 
has the same, and more, right to exist 
that any middleman has. The mid- 
dlemen in other lines simply act as 
seliing agents, increasing no trade, edu- 
cating no one to buy more of any 
given thing, but simply acting as a 
convenience, for which they are paid a 
brokerage. 

The advertising agent occupies an 
entirely different field. By his solici- 
tors and his own efforts he is constantly 
educating people to advertise, showing 
them how, by judicious advertising, 
trade can be increased, constantly 
drumming into the ears of every man- 
ufacturer and of every dealer (even 
those who do not want to advertise) 
the fact that, by advertising, their 
business may be stimulated, and where 
this is multiplied, as it is in this coun- 
try by hundreds of men in the business, 
it cannot but be acknowledged that the 
general public is more surely educated 
to advertise and to advertise by the 
best methods, 

I cannot better demonstrate the idea 


*From an address before the Trade Press 
Congress, Aug. 16. 
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contained in the above than to give 
some illustrations of cases, some of 
which came under my own personal 
observation. 

Natural gas was introduced into a 
large city in competition with the 
ordinary gas, Connections were made 
with the gas fields, but takers were 
few, although announcements were 
made in the ordinary way of news in 
the papers. A representative of an 
advertising agency happened to have 
an interview witha gentleman connected 
with the gas company. The result of 
the conversation was that a scheme 
was submitted to the company to ad- 
vertise. A series of advertisements 
were written, designed, put in type 
and later placed in the papers. Inside 
of a few weeks they were compelled to 
suspend the advertising on account of 
the number of orders received to make 
connections. Under ordinary circum- 
stances one would suppose that gas 
would be the last thing that could be 
advertised successfully in a large city, 
but this most strikingly demonstrated 
the good work of the advertising agent. 

Another case is that of a condensed 
milk manufacturer, The firm had 
been using the magazines for general 
advertising all over the country with 
but moderate success. A representative 
of an advertising agent asked per- 
mission to prepare a series of adver- 
tisements with a view of introducing it 
into a large city. The same course 
was pursued of writing and designing 
the advertisements, with the result that 
in less than a year the entire product 
of the factory was absorbed by the 
single depot of this large city, and they 
were forced to establish another factory. 

Another striking illustration of the 
ability of an advertising agency’s work 
is that of the Hydrox Water of Chicago, 
and the Consumers’ Pure Ice, manu- 
factured by the same company. By 


these same methods and the expendi- 
ture of some tens of thousand of dollars 
the trade was steadily increased, and 
the full capacity ot the factory is re- 
quired to supply demands created by 
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the advertising. This last is probably 
the most perfect illustration of the 
good work that can be done by a 
thoroughly ecuipped advertising 
agency, as the name was coined, the 
advertisements written and designed, 
the booklet which was to be sent to 
inquirers written, illustrated and 
printed by the agent, and the work 
done acknowledged in both method 
and results to be eminently satisfactory. 
‘The idea expressed in the original in- 
terview, I believe—from which sprung 
the whole work—was to place a little 
three or four-line advertisement for 
help in some out-of-town papers. 
These cases might be multiplied with- 
out limit, but sufficient has been said 
to demonstrate the truth of the point 
made. 

It may be of interest to some, who 
are not already acquainted with the 
facts, to know that a_ thoroughly 
equipped advertising agency of the day 
includes an expert advertisement 
writer, a designer with brains enough 
to catch an idea and develop it, and 
sufficient artistic sense to make a good 
picture, a zine etching plant, engraving 
department and a thoroughly equipped 
printing office. ‘These are the later 
additions to the regular equipment of 
checking advertisements, ete. 

Through the services of an adver- 
tising agent the advertiser is enabled 
to reach larger fields. If I may be 
excused a personal illustration: A 
number of years ago the editor and 
proprietor of the Western Rural (Mr. 
Lewis) met in my office one of the 


firm of Nichols, Shepard & Co., 
Thresher Manufacturers, of Battle 
Creek. Mr. Lewis made the state- 


ment that the advertising agent had 
injured him in this way: that when 
Mr. Nichols did his business direct he 
got $600 or $700 worth of business 
from him each year, where now he got 
about $200. Mr. Nichols replied at 
once, saying: ‘* That may be true, 
but whereas we spent $600 in each of 
three or four papers we spend many 
times over that amount in a greater 
number of papers, and I believe that 
it is equally true of other manufactur- 
ers, 7. ¢., that while you have less of 
our money you have a great deal more 
from others, that without the adver- 
tising agent you would not receive, 
thus increasing the aggregate very 
largely.” Mr. Lewis was frank enough 


to acknowledge that that statement was 
true, 
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AN AD-WRITING BUREAU AS AN 
ADJUNCT TO A NEWSPAPER. 
‘By William A. Hungerford. 
(Washington ‘* Evening Star.’’) 

Although the assertion may be a 
pretty broad one, the newspaper with- 
out a good advertisement or business 
writer on its staff is lacking one of the 
most important adjuncts to complete 
success. The fault with most news- 
papers is that they are not sufficiently 
in touch with their commercial c/en- 
tele. 

No paper can succeed without ad- 
vertising. 

No paper can afford to take adver- 
tising without giving an equivalent. 

[n other words, a newspaper may 
induce firms to advertise a_ week, 
month or a year by way of experiment, 
but as quickly as the advertiser finds 
he is not receiving an adequate return 
upon his investment he will drop out 
discouraged, 

Drumming a merchant to death for 
his advertisement and then firing it in 
the paper anywhere and in any style, 
simply to have an excuse to present 
the bill, is bad business policy. 

After a while the entire local field 
becomes ‘‘ worked” and discouraged. 
This discouragement results from two 
or three reasons, ‘The average local 
merchant does not know exactly what 
he should advertise (I am not speaking 
of the large concerns), nor does he 
know how to word his advertisement 
so as to rob it of its mercenary spirit, 
or, rather, to word it as a matter of 
information or news. ‘The big con- 
cerns can afford the services of an 
advertisement writer and manager, 
hence are at a great advantage over 
the smaller stores 

Again, the average business man is 
either too busy with other details of 
his business, or possibly unfitted to 
give sufficient attention to advertising 
to make it profitable, hence it is fre- 
quently neglected. 

The Washington Star felt that many 
of its local spasmodic advertisers would 
advertise all the year around, and will- 
ingly pay a small tax to have their ad- 
vertisements written, attractively dis- 
played and placed. 

That they were right in the sup- 
position is evident from the large num- 
ber of small daily changed ‘‘ ads” now 
running, for the bureau has demon- 
strated that the small ‘‘ ads” (from 10 
to 60 agate lines), changed daily, or 




















every other day, with new matter, 
tersely written and attractively dis- 
played, are equally as profitable in 
proportion to the expense as the col- 
umn and double-column ads, and a 
big factor in causing the small store to 
grow big. 

The Star probably has more small, 
frequently changed local ads than any 
other daily newspaper in America, 

Local business firms contract with 
the paper for a certain space, or so 
many lines to be used within a year, 
and then contract with the ad bureau 
to write the matter and look after its 
display, position, etc. The bureau 
calls upon the firm every day, every 
other day, or once or twice a week, as 
desired, and the merchant makes 
known what he wishes to advertise 
and gives in his language the descrip- 
tion or points to be covered. The 
ad-writer then puts it in his language, 
and has it displayed as attractively as 
the space and matter will permit. 

Upon making a contract to take care 
of a firm’s advertising the bureau pre- 





A PICTORIAL SUGGESTION. 


Mr. Clifton Johnson, the well-known 
artist of Hadley, Mass., sends PRINY- 
ERS’ INK the following suggestion for 
an advertisement for a summer drink. 


ee OD 
For a Hot-weather 
Or anywhere else there is nothing 


PRINTERS’ 








D 


package will make 2 hogheads full. 
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pares a scrap-book for that firm and 
pastes up the ‘‘ ads” each ‘‘ change.” 

All bills are checked and ‘* O, K.’d” 
by the bureau before presentation. 

The bureau charges for its services 
$5, $7.50, $10, $15, $20 and $25 per 
month, according to the space, fre- 
quency of changes, etc., which charge 
is added to the bill when presented 
each month, 

The bureau has a good business 
library ; also has a large and attractive 
display of *‘ novelty” printed matter, 
such as brochures, cards, schemes, 
booklets, primers, etc., expressly for 
the benefit of its patrons in securing 
** ideas,” 

While at the World’s Fair I made 
a special collection of this class of 
printed matter, and upon my return to 
Washington sent letters to the various 
business firms inviting them to calland 
inspect it for ‘* ideas.” 

I believe that the newspapers should 
assist the local merchants in every pos- 
sible way to make their advertising 
profitable. 

The picture is from an original photo- 
graph by Mr. Johnson. It would be 
gratifying to readers of advertisements 
if something of this sort were to replace 
the epileptic boy that embellishes so 
many of the root beer advertisements, 


e Hay-Field 


like Jones’ Root Beer. Our 25 cent 
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ADVERTISING 

FOURTH PAPER—DEDICATED TO THE MAN WHO 
PAYS THE BILLS, 


FOR WOMEN. 





By Virginia Frazee. 

The man who thinks that advertising 
doesn't pay will find, if he investigates, 
that it is because he overlooks some 
one of the minor points which enter 
into the case; for, after all, Mr. Ad- 
vertiser, the object of your advertise- 
ment is but to catch your customer ; 
the keeping of him depends very largely 
upon other things, chiefly upon the 
clerk behind the throne, for he—and 
especially she—is a very much greater 
factor in the advertising problem than 
is usually taken into account. If you 
do not agree with me at the start, pos- 
sibly you will do so after reading the 
following little true story : 

Once upon a time, some forty odd 
years ago, a young doctor and his 
younger wife moved toa little town, 
situated upon a big hill, in southern 
Illinois. ‘The young doctor prospered, 
as all people do who go about things 
the right way, and as his dollars and 
his family grew the young wife soon 
found that the stores of the town did 
not supply her dry goods needs to her 
satisfaction, and she decided to try the 
shopping by mail plan. She had long 
been ambitious to send .an order to 
‘* that big store’ whose ‘‘ ads” in the 
city papers were carefully read by her 
day by day. 

Now, not having been interested in 
advertising at so remote a period, I am 
not prepared to say what it was like forty 
odd years ago, but it seems that the 
firm in question and the one other 
‘‘leading” establishment had for 
months been electrifying the city with 
their bold advertising, evidently trying 
to settle by this means the vexed ques- 
tion of prestige ; the tacit understand- 
ing seeming to be that the biggest ad- 
vertiser was entitled to the rank of 
leader. At all events, they kept it up 
until the older firm frightened the other 
into silence by its ‘‘enormous” eapend- 
iture of printer’s ink, and firm No. 2 
took a back seat, so to speak. Sut 
firm No. 1 had learned a lesson, and 
kept right on with its big advertising, 
and our doctor’s wife wanting to trade 
with the best house naturally selected 
this one, and for years was a regular 
patron of its mail order department. 
But one fall she decided to go to the 
city, stay two whole days and do the 
family shopping for the winter. Being 
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the first trip away from home in all the 
twelve years of her married life, it was 
quite a neighborhood event. Her 
sister-in-law, the minister’s wife, and 
several others asked her to attend to 
commissions for them, and when she 
left home she had over two hundred 
dollars of her own to invest, and about 
as much more for her friends, not count- 
ing ‘‘ two bolts of muslin and a black 
cashmere dress” for the servant girl, 
who was going to be married in the 
spring. 

Reaching the city she went to her 
store, and—a little awed I dare say by 
the city: atmosphere about her—sat 
down at a counter and waited. I 
omitted to mention that she wore a 
plain shawl, not caring to spoil a hand- 
some velvet cloak on a shopping expe- 
dition. It was early in the morning, 
and the girls were grouped about chat- 
ting merrily—as is their habit to this 
day in that identical store—and nobody 
noticed our doctor’s wife, although a 
girl who stood near, behind the counter, 
turned ‘‘ with a smirk ”—quotation is 
the words of the doctor’s wife—to a 
fashionably dressed woman who pur- 
chased some trifling article, and re- 
turned to her chat, apparently not 
noticing the first customer. <A_ floor- 
walker passing by asked, ‘‘ Are you 
being waited on?” and at her reply in 
the negative, called the attention of the 
young person behind the counter and 
walked away. ‘The girl, looking over 
her shoulder, asked, *‘ What did you 
wish to see?” and, without waiting to 
hear what it was, turned her head 
quickly to catch a remark of the other 
girl, and ‘I just got right up and 
walked out of that store as mad as a 
hornet; to think that, after all the 
money that I had spent there in all 
those years, I couldn’t be treated civilly 
because I was just a plain-looking 
woman in a shawl.” 

Well, she asked the way to the rival 
firm, spent all her money there, and 
to-day is one of its best patrons, Not 
only that ; her five daughters are mar- 
ried—one to a wealthy banker, two to 
rich physicians, and two to prominent 
men in the far West. Twoof the sons 
are married and hold positions of trust, 
and every dollar spent for dry goods by 
that now large and influential family 
goes to the rival establishment. In 
fact, so badly was the vanity of the 
doctor’s wife hurt that in telling me 
about it forty years after it occurred 
she (now an old lady) said; ‘* And, 



























my dear, this is the first time I have 
been in Brown, Smith, Jones & Co.’s 
since,” and she laughed as a salesman 
politely advanced to where we were 
sitting and stood awaiting our order, 
‘Oh, yes,” said she, ‘* they are ready 
enough to wait on my seal-skin coat, 
but it would have been better policy to 
have paid a little attention to that 
shawl forty years ago.” 

In this case a five-dollar-a-week girl 
indirectly robbed her employer of the 
customer for whose patronage he had 
spent thousands of dollars in advertis- 
ing, and the same thing is being done 
every day right under his nose in more 
than one retail house in every part of 
the country. : 

Possibly, Mr. Advertiser, you smile 
at this as an exceptional case—call it a 
trifling matter. Very well; I dont 
care what you cail it so you recognize 
the fact. What you may choose to 
call trifles make up a large part of the 
average woman's life. Her vanity, or 
what she would call her ‘* feelings,” 
may be a trifle, but if you want her 
dollars you must take it into account. 

A certain clerk in a great Philadel- 
phia house, famous for its advertising, 
in which it constantly invites people to 
‘*come and look ””—and claims to treat 
all politely, whether buyers or merely 
lookers—this clerk is so rude to those 
who do not buy that I have heard 
women say: ‘‘I never go to the 
department if that tall, red-headed girl 
is there.” And, being interested, I 
managed to have her wait on me one 
day. After looking over several arti- 
cles, I thanked her politely as I walked 
away without purchasing. She slammed 
the articles back into the box, and I 
couldn’t be hired to buy a cent’s worth 
of that girl. 

A man clerk in another house has 
twice asked me, ‘‘ Did you wish to buy 
so and so to-day?” and of course I 
ever thereafter avoided that store. 

Salespeople generally take their 
‘*tone” from the man at the head of 
the department, and whole depart- 
ments in stores are notorious for their 
polite or rude clerks—such expressions 
as ‘* I never go to Black & White's for 
silks, their silk clerks are so unaccom- 
modating,” being commonly heard. 

One store in a Western city is 
famous for its hosiery, which is the 
best-paying stock in the house. The 





man in charge is always good-natured, 
polite to every one under all circum- 
stances, and his clerks are all like him. 
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There is never a rude speech heard 
from behind his counters, and it pays. 

Another nuisance in many dry goods 
stores is the ubiquitous floor-walker, 
who is prevalent both in the East and 
the West, one house in St. Louis being 
a notable exception, for I have often 
heard women say ; “‘ It isa pleasure to 
shop at Barr’s; you can walk about 
and look as much as you please with- 
out having a man step up every few 
minutes to ask if you are being waited 
on, or what department you wish to go 
to.” Philadelphia's great dry goods 
house is also, as everybody knows, a 
place where the floor-walker attends to 
his own business and allows others the 
like privilege. As a_ consequence, 
Barr’s in the West and Wanamaker’s 
in the East are noted as houses where 
the people feel at home. 

On the other hand, I spent about 
fifteen minutes in a celebrated New 
York establishment the other day, and 
it seemed to methat an average of one 
a minute would be a fair estimate of 
the number of floor-walkers—I don’t 
know the dignified Eastern term for 
the gentlemen of this profession—who 
wished to ascertain if I was waited on. 
They persisted in thrusting upon me 
the information which I knew how to 
secure when it was wanted. 

Now, I have said nothing new, Mr. 
Advertiser, I’ve considered both the 
inattentive clerk and the too-attentive 
floor-walker, but you know it all much 
better than I; only, I beg of you, the 
next time an ‘‘ad” fails, stop to con- 
sider if this may not be one of the 
reasons why. 





— 


INFORMATION WANTED. 


A gentleman of business experience, 
with ample capital, is about to place 
upon the market a new patent medi- 
cine which, if judiciously advertised, 
may command a general sale. He 
will sell through druggists only, and 
the price will be 50 cents a package. 
He wishes to know How to advertise in 
the best manner, whether to use local 
papers or weeklies and monthlies of 
large circulation—expressing his own 
preference for the latter plan. We in- 
vite correspondence on these points, 
since they appear to be of sufficient 
importance to interest and instruct a 
large class of our readers, to whom 
the information thus conveyed will be 
of practical value, 
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ADVERTISING LESSONS AT THE 
FAIR GROUNDS. 
By John Irving Romer. 

The man who made a big appro- 
priation for ‘‘ advertising” at the 
World’s Fair, thereby cutting his news- 
paper appropriation in half, is a pretty 
sick looking individual about now. 
He is finding out what a difference 
there is between occupying a fine 
position top of column next to read- 
ing matter, in a newspaper of limited 
space, where his announcement is sure 
to be seen and read by a definite num- 
ber of people and having to put up 
with a small, out-of-the-way corner in 
a building comprising 44 acres of floor 
space! Picture the feelings of an ad- 
vertising magnate who has signed a 
check running way up in the thousands 
and big enough to warrant him, as he 
fondly supposes, in ‘‘owning the Fair’; 
he arrives for the first time at the 
Manufacturers’ Building and attempts 
to find his own exhibit by the aid of 
the official catalogue. After losing his 
way two or three times in the labyrinth 
of aisles, he gives up the hopeless task 
and inquires his way from guide to 
guide. At last, after much walking 
and much confusion of senses, he ar- 
rives at his destination. Alas, where 
are the admiring crowds that he ex- 
pected to find? Unless he happens to 
be one of the few exceptions, they are 
conspicuous only by their absence, 

* 
* % 

It is plain that the occasional sight- 
seer who stops to observe forgets all 
before he has gone many yards further. 
As a universal exposition, the Chicago 
Fair is a huge, glittering success, but 
as an advertising and business venture 
it is a magnificent failure. 

+ 
* * 

As a rule, the few exhibitors who 
believe the Fair a good advertising in- 
vestment are the ones who are not in 
a position to judge of its value. It is 
the man who is looking for direct re- 
turns who can speak most feelingly on 
the subject—as for the other fellow, it 
will take time to open his eyes. What- 
ever the cause, it seems to be generally 
conceded now that the number of 
orders taken has been most disappoint- 
ing. One firm, whose exhibit attracts 
many visitors and who are in a line of 
business calculated to induce spot pur- 
chases if any will, informed me that 
their orders up to date did not exceed 
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$10,000, while the cost of their exhibit 
was $28,000. As it is an expensive 
one to run, they will be happy if their 
profits cover running expenses, without 
regard to original cost. But on the 
whole, I think the effect of the Fair 
will be beneficial toward the news- 
papers. Such an exposition is really 
a gigantic advertising scheme, and the 
disappointment arising from it is likely 
to make advertisers suspicious of all 
schemes in the future. With such a 
conspicuous example before them they 
will remember that the good newspaper 
is really the only medium of proven 
value. 

* 

* * 

Yes, there are advertising lessons at 
the Fair—one may observe them at 
every turn, Often the most impressive 
ones come from the most unexpected 
quarters. Some of the foreigners on 
the Midway, for example, show a most 
surprising talent at advertising, which 
might well be the envy of the modern 
expert. The waffle man, with his ever- 
lasting cry of ‘* Hot-ot-ot-ot,” attracts 
and enchains public attention in the 
face of much more ambitious attempts, 
simply because he is different from the 
others. And the innocent Egyptian, 
who persistently announces ‘* Very 
good Bum Bun, very nice Bum Bum, 
very fine Bum Bum,” succeeds in sell- 
ing his nauseating candy and gathering 
in the shekels on a similar principle. 

* 
* * 

The whole Fair abounds with sug- 
gestions emphasizing this primary law 
in advertising. For example, every- 
where among the exhibits, the sight- 
seer is confronted by the stereotyped 
notice, ‘‘ Hands off,” or ‘‘Do not touch.” 
But at one of the booths of the National 
Cash Register Co. is a sign of a very 
different character. The public is 
cordially invited to touch and even 
operate the machines to its heart’s con- 
tent. The result is a constant crowd 
that delights in gratifying the desires 
that are everywhere else repressed. In 
one respect, at least, the National Cash 
Register Co. has mastered the art of 
‘* being different.” 

Pars 

An example of the futility of trying 
to attract attention by the use of some 
device remote in character from the 
thing it is sought to advertise was re- 
marked at the exhibit of the Hale & 
Kilborn Mfg. Co. A crowd was 

















drawn about this display by an electric 
piano. But the people had eyes only 
for the piano that played without ap- 
parent human agency, and it was neces- 
sary to inquire at a neighboring booth 
to convince one’s self that the real thing 
advertised was car-seats and not pianos, 
The same sort of error is frequently to 
be observed in newspaper advertising, 
but the way it works is rarely made so 
apparent. The lesson of such an ex- 
hibit is that, if any outside attraction is 
used as an advertising device, it should 
apply directly and unmistakably to the 
real subject in hand. In fact, the whole 
tendency of the Fair is to impress the 
importance of plainness and directness, 
One can afford to smile at the efforts 
of the man whose exhibit led to such 
confusion in the public mind as to 
compel him to put out the following 
explanatory placard ; 

| THIS IS A SHAFT AND HAR- 

NESS EXHIBIT—NOT A 

SULKY EXHIBIT. 








There are some newspaper adver- 
tisements that are sadly in need of 
similar labeling. 

* * 

A curious thing was that the most 
vivid impressions I carried away from 
the Fair were of two articles whose 
exhibits I did not see at ail. Hires’ 
Root Beer and Adams Tutti-Frutti 
are the best advertised things in the 
grounds, simply because they are every- 
where, In no single instance are they 
extravagantly advertised, but their 
signs keep popping out at you where- 
ever you may go. It is a case where 
mere repetition wins. That ill-bred 
youngster of Hires, with his finger in 
the air, is no favorite of mine, but he 
certainly does make an impression 
upon you, especially when you find 
him at every turn. 

- 
* * 

Lists of names are merchantable 
commodities nowadays, and they com- 
mand a ready sale, particularly if they 
are ‘‘live names” and are those of 
people known to be interested in cer- 
tain subjects. Such lists appear to be 
about all the negotiable assets that 
many exhibitors at the World’s Colum- 
bian Exposition are likely to acquire. 
A large number of the exhibits are 
equipped with registers, and the inno- 
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cent visitors are requested to inscribe 
their names therein, which they do, 
probably without thought of the re- 
sults. I noticed some long-headed 
sight-seers, however, who pointedly 
declined to register, because, as they 
explained, they didn’t care to be inun- 
dated with a lot of circulars. But are 
lists gathered in such a promiscuous 
way really valuable for circularizing ? 
They are certainly not equal to those 
acquired in the course of legitimate 
newspaper advertising, for, as every 
Tom, Dick and Harry who happens 
along may inscribe his name, it is 
likely that only a small proportion of 
those so registered are interested in the 
goods for sale. 


OTHER PEOPLE’S BRAINS. 
‘By Nelson H, Grover. 
(Of the Walker-Sawyer-Stetson Co,, Boston.) 








In a recent issue of PRINTERS’ INK 
I read an article entitled, ‘‘ Things 
3eside.” Among other things the 
writer said, in referring to originality : 
‘* Novelties are helpful in pointing you 
out to the public, if they are novel and 
original. But you might as well hope 
to be admired in stolen clothes, and 
the whole world conscious of the steal, 
as to expect to derive benefit from an- 
other man’s ideas worked over for 
yourself,” 

This is a pretty sweeping statement. 
It seems to me it was intended as a 
stimulus to originality. As such I 
heartilycommend it. But if the writer 
means that effective, result-bringing 
advertising cannot be obtained by 
working over the cream of other peo- 
ple’s ideas and adapting them to your 
own business, I differ with him. Ob- 
servation will disprove such a state- 
ment. Among the most successful 
advertisers there are not very many 
who employ really original methods. 

The idea of doing as other success- 
ful people have done is prevalent in 
other departments of business. Take, 
for instance, the selling of goods. A 
finds that by giving a bonus for a cer- 
tain amount of goods purchased he 
can secure new trade. B discovers 
that by giving away chromos trade will 
come into his store that otherwise 
would pass by on the other side. 


Both have imitators without number. 
And yet, who will say that some of 
these imitators have not been success- 
ful ? 

In every walk of life we find a cer- 
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tain number of followers to every 
leader. ‘This is a law of nature. If it 
were not so, this world would not 
maintain its balance. 

Many a man gains a reputation as a 
wit, when, if the truth were known, 
his memory should have received the 
praise. He reads, observes. His 
mind instantly absorbs the most stril- 
ing, the best. When he is in need of 
a good catch-line or a witty saying to 
attract the attention of the trade to his 
business, he has it within calling dis- 
tance. In a nutshell, he uses other 
people’s brains. The world may or 
may not know of the steal. Be that 
as it may, he will profit. 

The best substitute for ability is 
other people’s ability. That you are 
quick to recognize a good thing cer- 
tainly counts in your favor. Many an 
adept at using other people’s ideas has 
been far more successful than the orig- 
inator. 

The statement referred to, if cor- 
rect, would have a dampening effect 
on the new department of PRINTERS’ 
INK, called ‘* Ready-made Advertise- 
ments.” Many excellent ideas have 
appeared in this department, ideas 
which could be profitably adapted to 
most any business. Some of these 
productions, copied word for word, 
would undoubtedly bring good results. 

If we were to treat the ‘‘ ads” of 
many large advertisers of the present 
day to a microscopic examination, we 
would find many a germ of a Gillam 
or a Powers, or of some other bright 
advertising writer. In many cases 
these germs can be seen with the naked 
eye. The whole world is aware of the 
steal. And yet, does that impair the 
value of the ‘‘ ad?” 

Many excellent crops have been har- 
vested from this field of originality. 
For the future, fertilizer is needed. 
Just the right kind is hard to find. 
None has yet been discovered which 
will guarantee such abundant harvests 
in the future. And, like the farms of 
New England, which are said to be 
running out, one will have to work 
much harder than formerly to secure 
even a moderate harvest. Better to 
make use of other people’s ideas when 
practical than waste time hunting for 
originality. 

+->— - 

ENGLAND has a weekly paper for 

the blind. It inserts advertisements 


in the raised letters of the Braille sys- 
tem at 4d. per line. 





PRINTERS’ INK. 


WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 

Lonvon, August 16, 1893. 
The legal decisions of the last few 
days here have inso many instances af- 
fected advertisers of all kinds, and have 
so often possessed an especial value 
and instructiveness for American read- 
ers, that I do not apologize for devot- 
ing a letter to a discussion of them 
and of the points of law which appear 
important from the standpoint of read- 
ers of PRINTERS’ INK. Wherever nec- 


essary, I have obtained information 
and particulars first hand from persons 
engaged. 

* - * * * 


Probably the most interesting case is 
that of Messrs. S. Kutnow & Co., of 
66 Holborn Viaduct, London, already 
mentioned in PRINTERS’ INK of July 
26, who, as I then predicted, have at 
length gained a complete victory over 
the Carlsbad municipality. The tax- 
payers behind that body will probably 
regret the day when their rulers at- 
tacked the firm named. It will be 
remembered that I described the case 
as an instance of the way in which, by 
the peculiarities of our trade-mark sys- 
tem, a man may be harried and ham- 
pered, and kept from pursuing what 
has now been emphatically declared by 
judicial pronouncement a_ perfectly 
legitimate and honest trade. The 
court took exactly the view of the mat- 
ter propounded in PRINTERS’ INK. 
‘This case has been kept open, I 
don't know why,” said the judge, in 
effect, ‘* for about three years,” and he 
went on to condemn the proceeding 
in strong terms, particularly animad- 
verting on the evidence of one witness 
for the municipality, who, he said, 
‘*had been got at by the corporation.” 
Kutnow’s Improved Effervescent Carls- 
bad Powder was a perfectly honest 
preparation, honestly worked; ‘it 
was an improvement; it took away 
the nasty taste of the natural spring, 
and it was made effervescent, a quality 
which the natural salts did not pos- 
sess.” The law of the case turned 
upon the right of Kutnow to employ as 
a trade-mark a public monument called 


the Hirschenspring (Deer-leap) at 
Carlsbad. The court had never heard 


that any person might not adopt as a 
trade-mark the picture of a well-known 
object that was the prope.ty of some 
one else, and there was no ground for 
the suggestion that the mark in ques- 

















tion was being used in any illegitimate 
way. Consequently the trade-mark of 
Messrs. Kutnow & Co. would be up- 
held, and the appeal of the Carlsbad 
municipality dismissed with costs. 
+ * * + * 
This case is of importance because, 
had it been decided otherwise, no pub- 
lic monument (such as the Bartholdi 
‘* Liberty” statue, for instance) could 
be registered as a trade-mark ; and the 
illustrative value of the case, as bear- 
ing on the general law of registration, 
lies in the security which it shows to 
exist against any rea/ grievance in the 
way of adopting designs for a trade- 
mark. For, if all this fuss can be 
made of a matter that is driven out of 
court, as above shown, when it comes 
to trial, I think it makes it evident that 
any one whose rights were really men- 
aced can have no difficulty in protect- 
ing them. 
* * * * * 
Another trade-mark case, which had 
rather an amusing issue, was lately 
tried. Messrs. Brooke & Co. (pro- 
prietors of Brooke’s Monkey-Brand 
Soap) applied to register the name 
‘* Nugget Soap” as a_ trade-mark. 
The registrar refused to accept it as a 
registrable name, for reasons not im- 
portant to the present narrative. 
Brooke & Co, appealed successfully, 
and the mark was ordered to be placed 
on the register of trade-marks. As 
soon as the first step in this was taken 
—that is to say, as soon as the pro- 
posed trade-mark was published accord- 
ing to law in the official gazette of the 
registrar’s office—a new claimant ap- 
peared in the person of a Mr. Tinker, 
who had applied for registration of the 
name ‘‘ Gold Nugget Soap,” and, this 
being refused by the registrar, had 
abandoned the attempt. The ap- 
peal having shown that this name was 
a valid and registrable trade-mark, 
there could be no longer any ground 
for refusing it to Mr. Tinker, and 
consequently Messrs. Brooke & Co, 
did not get their trade-mark after all, 
though their energy, expense and 
trouble had the effect of getting it put 
on the register for the benefit of some 
one else ! 





* * * * * 

Mr. Mellin, of Mellin’s Food, has 
been having trouble of another sort. 
A Mr. T. White, of Portsmouth, who 
sells Mellin’s Food, conceived the 
genial idea of adorning the wrappers 
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of that article witha label of his own, 
to the following effect : 





Notice.—The public are recommended to 
try Dr. Vance's prepared food for infants and 
invalids, it being far more nutritious and health- 
| ful than any other preparation yet offered. Sold 
in barrels, each containing 1 |b, weight, at 74d. 
each; or in 7lb packets, 3s. gd. each. Local 
agent, limothy White, chemist, Portsmouth, 








Mr. Mellin hereupon sued Mr, 
White, and pending a full trial of the 
action, applied to the courts for an in- 
junction to restrain the latter, in the 
interim, from continuing the practice 
referred to. It will be seen that this 
raises the difficult question : How are 
you to prevent a man from doing. what 
he likes with the Mellin’s Food when 
he has bought and paid for it? The 
court would evidently have liked to 
decide in Mr. Mellin’s favor ; but it 
could not lawfully do so. I give the 
judgment, as reported in the daily 
papers : 

Mr. Justice North thought it a piece of 
sharp practice for the defendant to put on 
Mellin’s wrappers a statement that his own 
food was better. His lordship did not recol- 
lect having seen a similar step taken before. 
But he did not see on what ground a trades- 
man had not a right to send a puff of his own 
goods with similar goods of another trader, 
either in a separate envelope or on a separate 
piece of paper in the same envelope; and if 
he could do that, why could he not attach a 
label to the cover of the goods themselves ? 
However, the latter point was one on which 
there might be a question of law for the trial 
of the action. His lordship would have been 
glad to hear an offer from the defendant's 
counsel to discontinue the practice until the 
trial ; but he did not see his way to grant an 
injunction now. 

That is to say, until his case is finally 
settled, and perhaps afterwards, if Mr. 
Mellin is beaten (I hope he may not 
be, but fear he will) any substituter 
may not only do all he can to get pur- 
chasers to take his substitute in place 
of the advertised article, but he may 
even stick a recommendation of it on 
the very package that the advertised 
goods are put up in, when he does sell 
them. This seems to be a very hard 
case, and one would like to see it re- 
dressed ; but ‘‘ hard cases make bad 
law,” and one trembles for the result. 

x . x » 


The next case is of a different kind. 
Through the mishap of an employé in 
letting fall an advertising lamp sus- 
pended outside their premises, a firm 
cairying on business in Birmingham 
have been condemned to lose the large 
sum of one thousand pounds. The 
man was cleaning the lamp when it 
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fell, and unfortunately a gentleman 
named Voase, manager to Messrs_ Pick- 
ford & Co., the railway carriers, who 
happened to be passing underneath, 
was knocked down and _ sustained cer- 
tain injuries. Mr. Voase brought an 
action for compensation. As to the 
gravity of his injuries there was acon- 
flict of expert testimony, as invariably 
happens in such cases when doctors are 
called on either side. ‘hat he was 
seriously hurt cannot be doubted, for, 
with the exception of a brief interval 
in March last, he has been unable to do 
any work since theoccurrence. It was 
not denied, moreover, that he is suffer- 
ing from facial paralysis and diabetes. 
The lamp that did all the mischief was 
so insecurely fastened that it fell from 
the mere fact of a screw being turned 
the wrong way. 

s * * # % 

The moral of this is quite clear. 
Advertise in newspapers. 7 %ey won't 
fall down and break any one’s head, 
and there will be no danger of your 
having to pay £1,000 compensation 
for them. 

* x % * * 

But the effect of a newspaper para- 
graph may be far-reaching in its legal 
consequences sometimes—especially in 
France. A Monsieur Cornet, overseer 
at the West of France Engine Works, 
was severely attacked in the columns 
of a railway newspaper, Z’£cho des 
Chemins de Fer (anglice, **'Vhe Rail- 
way Echo”). He took these criticisms 
so much to heart that he committed 
suicide, leaving a widow and child. 
The said widow brought suit for dam- 
ages against Z’F cho, holding that her 
husband’s death was the direct result 
of the criticisms in that paper, and the 
court, concurring in that view, awarded 
the full amount claimed, £2,000, and 
condemned the newspaper in the entire 
costs of the action ! 

* x * x % 

But this is a digression. One more 
case of advertising interest and readers 
of this column will probably have had 
enough of these ‘‘ nice sharp quillets 
of the law.”’ Messrs. Macdonald, Sons 
& Co., Limited (a stock company trad- 
ing in medicated wines and foods), came 
to liquidation, in the course of which 
the following remarkable facts were 
revealed: Nine medical men, at the 
formation of the company, received 


each a £25 fully paid-up share in the 
concern, conditioned on their prescrib- 
ing and recommending the goods of 
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the company. By some clerical error, 
these paid-up shares were not regis- 
tered as such according to law, and the 
liquidator therefore placed the names 
of the nine luckless medicos on the list 
of contributories to the estate of the 
company. Considering the position of 
these doctors one would have thought 
they had better pay and say nothing ; 
but they preferred to resist, even at the 
expense of publicity, and so far as get- 
ting out of paying the £25 a head 
goes, they have succeeded, though no 
costs were given. The ruling of the 
court concluded with some strong re- 
marks—not a bit too strong for the 
circumstances, in the opinion of the 
present chronicler, The learned judge 
said : 

I cannot, I think, leave this case without 
saying one word about the facts. It is, to say 
the least of it, a very sadthing that members 
of a learned profession should have conde- 
scended to accept these fully-paid shares on 
these terms, It may be that an individual 
doctor thought well of the wares of this com- 
pany, and in prescribing or recommending 
them he acted according to his convictions. 
But it is not the less a fact that these shares 
were taken by these doctors as bribes. For 
my own part, a great deal of the difficulty 
that I have had in considering the case has 
arisen from a strong feeling that if these duc- 
tors were put on the list of contributories it 
would serve them right, But it is not my 
duty by my judgment to arrive at a conclu- 
sion of law contrary to what I believe to be 
the principles of law merely because I dis- 
approve of the conduct of the litigants. I 
have only to administer the law as I believe it 
to exist, and I have done so. I do not think 
I shall give the applicants any costs. 

x * * * 


The following explains itself. Can- 
not happy, free America worry along 
without letting loose upon this small 
island the hitherto evaded nuisance of 
the book-agent ? 

ANTED—Active workers everywhere 
to take orders for *‘ SHEpP’s WorLD’s 
Fair PHotoGraPHen.”’ A magnificent col- 
lection of 250 ng” righted photographs of 
Buildings, Scenes, Exhibits of the World’s 
Columbian Exposition. Splendidly described. 
Authorized by the Official Management. One 
Oblong V folume gx1rin. Half million copies 
sold inthe U.S. Foreign agents doing tre- 
mendous business. Books shipped to any 
of theworld Little or nocapital needed. 
inely-illustrated circulars and terms FREE. 
Outfit and BA photographs postpaid only 4s. 
Address Gk Bible Publishing Co., 358 
Dearborn St. , Chicago, Illinois, U.S 


This advertisement graces - * Sit- 
uations Vacant” column of the daily 
papers in London. 








+> 
Policeman: Madam, what are you 
promenading the sidewalk and watching that 
sixth-story window for? 
Madam—My husband just took some poems 
up to the editor. I want to stand under and 
break his fall!—7own Fopics. 














MIGHT BE STILL BETTER. 


OrFice oF THE DaiLty Mexcvry, 
The Advertising Medium for the Tennes- 
see Valley. Oldest Weekly in the 

State. Seventy-sixth Year. | 
HunTsvitie, Ala., Aug, 28, 1893. J 
Editor of Printers’ Ink: 

Your list of twenty select Alabama papers 
is good, but I think will be improved by the 
following corrections : 

Strike out Gadsden Leadey and insert Gun- 
tersville Democrat. 

Strike out Huntsville 
Decatur News. 

Strike out Sheffield Aaterfr/se and insert 
Tuscumbia North Alabamian. 

Why? Because the papers I name are 
old-established weeklies, and, besides having 
a larger number of readers, exercise an influ- 
ence in their territory that is attained only by 
the “old reliable’? weeklies over their rural 
readers. R. L. O'NEAL, 

Manager Daily Mercury. 


THE GOOD DIE 


Argus and insert the 





YOUNG, 
MontGomMEry, Ala., Aug. 24, 1893. 
Editor of Printers’ Ink: 

Marked copy of issue of the 23d at hand. I 
note your list of the twenty best papers with 
which to cover Alabama. It is very good 
with one exception, viz., the Sheffield Enter- 
prise. That paper suspended some months 
ago. Yours truly, 

THE MontGomery ADVERTISER, 
*, P. Glass, Sec’y. 





insseilbaiilibinliaiaas 
NOW FOR PLATES AND DISHES! 
From the Philadelphia Record. 

The field of the advertising man, which 
seems to be unlimited, has extended to the 
very dining-rooms. His latest idea is to sup- 
ply dishes with edvertisements burned on 
them to restaurauts at an almost give-away 
figure. So when one raises a nicely-turned 
omelet fromthe dish before him, he must not 
be startled to be greeted with the inscription, 
*Use Hunkidory for that morning-after 
headache.”’ Under the sheltering wing of a 
broiled chicken he may have the advice thrust 
upon him to * Take the Q. R. and X. Route 
for Chicago.”” This is the very newest, but 
the most expensive kind of advertising. 





THE EDITOR HAS A LONG HEAD. 
From the Atlanta Constitution. 


Editor Reed, of the Athens Bammer, is al- 
lowing his advertisements to crowd his excel- 
lent editorials. 





it’s the way 
flowers on a 
Texas 


Cynical Editor: Ah, 
of the world. We never strew 
man’s grave until after he is dead. 
Siftings. 


Classified Advertisements. 





Advertisements under this head. two lines or 





more, without Gisplay, 25 cents a line. Must 
be handed in one week in advance. 
WANTS. 
V 7 ANTED—A list of local N re ~_ aus. Send 
in your name. M.B.,” P.O. 


Box 709, New York 


W 


Address * T. H., 





TJANTED — To buy established weekly in 
Minne: esota, lowa or Dakota town of 2,000. 
’ care Printers’ Ink. 
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Manua_— 


; +. 50; cireu- 
y 2 "CARNE? 


Santa P ‘aula, Cal. 
CRF MBIAN pos e stamps wanted. Send to 
T. PARKE thiehem, Pa., for asched- 
ule showing — 4 paid for used Columbian 
postage stamps. 
[¢ ULUSTRATED features for newspapers. Ar- 
tistic, attractive, cheap. Send for proofs and 
articulars. Address CHAS. W. HARPER, 
‘olumbus, Ohio. 
CHANGE WANTED—Position as local or 
‘ telegraph editor on daily in small city de 
sired by an experienced man. References. Ad- 
dress * X.,”” Old Orchard, Me. 
Te HABIT CURED by ANT!-NICOTINE. 
blets for $1 will cure any case. Pleas- 


Qaearenes 





ant, harmless, reliable. —_— wanted 
LOOMIS DRUG © on Waupaca, vi 
NUTS for advertisers. Bright, attractive, 


) carp Absolute satisfaction guaranteed 
Send for late proofs and rticulars. Address 


CHAS, W. HA RPER, Columbus, Ohio. 


);,NERGETIC young man, educated in news- 
‘4 paper writing, desires better position than 
resent one. Enterprising paper in a small city 
preferred. “ BERRY,’ care Printers’ Ink. 


\ ’ ANTED-—Situation as manager or foreman 
of country or minor city newspaper, or in 

editorial work. tisfactory references. Ad 

dress ““ EXPERIEN N ‘h,” care Printers’ Ink. 


Wy AutzED— Young man (fourteen years in 
printing and pub. establishments) wants 

pees in offic ppesmeneee rorsupt. East or West. 
References O. K 1X,” care Printers’ Ink. 


WE will pay highest prices for used Colum- 

bian stamps (above 2c. value), also for any 
old U. S. stamps. Send list of what you have. 
CRITTENDEN & BORGMAN CO., Detroit, Mich. 


|; MBOSSING attracts trade. Ideas on every 

4,” one of the 160 pages (9x12) of * MIN NT oF 
Hints ” that are worth cost of entire book, 
post-paid. Send for sample page. GRIFF TH 
AXTELL & CADY CO., Embossers, Holyoke,Mass. 


AXY TIME you want hustling, energetic agents 
and canvassers anywhere, let as 

Have 65,00 at $1 per M; the lot for $50, 
order and authentic. Fvery State and Ter New 
lists daily. 20 years’ exper. 8. M. BOWLES, J. P.. 
Woodford City, Vermont 


\ ’ ANTED—Your address and ten cents, for 

which I will send copyrighted chart for 
family tree, showing how to keep a complete 
record of your family connections and ances- 
tors. Popular and inte oy 4 interesting. Ad. 
W. E. HAWKINS,712 Market St ,W iimingten, Del. 


7} VERY PRINTER to publish an advertising 
4 speciaity that can be mailed with a letter 
without additional cost for postage. No money 
required (except for sample) until profit is as 
sured. Samples twenty-five cents; ae = 
Cost of sam _ can be deducted when 
ment is ma Address JOHN KACHEL oMAN, 
R., Evansv ile, Ind. 




















‘y°O Newspaper Publishers- -We offer some of 

‘ur non-assessable $1 shares for carrying 

our S.inc had 6 months. Ad changed monthly 

Incorporated capital, $100,000. No personal lia- 

bility to stockholders— State bos quad We reserve 
right to reject ony —— S rates, 

UMBIA RIV 


current copy 0! ‘p per co. iT 
RIGATION & iNEROVEMENT CO., Lizzie oe 
., Kiona, Washington 


Clark, Sec’y and Treas., 
W E —_ an A ent, in every city and large 
own, to whom we may from time to 
time A... for information as to the relative 
Pomme 5 influence in the community, circula- 
tion, and consequent value to advertisers of the 
various newspapers issued in the place or 
vicinity. Neither the service which the agent will 
be called upon to render nor the compensation 
for the same can be very great. The agent must 
be of good character and have a respectable 
standing in the community. A reporter, a press- 
man or a local merchant (particularly oe who 
advertises), a lawyer or a banker would be com 
petent. Correspondence is desired with persons 
competent to act, and who are willing to give the 
service required in consideration of a copy of 
the Directory yearly (by express) and a paid-up 
a to PRINTERs’ [NK Applicants will 
ploese dress AMERICAN NEWSPAPER DI- 
ECTORY. 10 Spruce St., New York, 


4 = 
VER 














N 7 ANTED—Position as advertising manager, 
by a shrewd, an brainy man, who 
make every dollar te eee 1 some 
of the largest and = ye. 1 advertisin 
_ ye country. Good salary expected, and wi 
arn ddress “COMMON SENSE,” care 
Printers’ Ink. 


TTENTION, AGENTS!—“The Paderewski 
i Game of Music.” Something new, hand- 
some, interesting and valuable. The best educa- 
tional game put upon the American market 
within the remembranc e mpl the present genera- 
tion, eds » carry, easy to show and easy to 
sell. $3 to#5a ey. ‘easily made. Address THE 
THOMPSON PU )., 225 South 6th St., Phila- 
delphia, Pa. Sumele game, postpaid, 25 cents. 


ADVERTISING NOVELTIES. 


NEW puzzle, in 100,000 lots. FIGURMANIA 
ve CO., East Sumner, Me 


\ HUSTLER wants adv. novelties for New 
4 England territory. Box 569, Orange, Mass. 


( ‘LOCKS for advertising purposes, by the hun- 

dred or thousand ; paper-we t clocks with 
advertisement on dial Addre: ETH THOMAS 
CLOCK CO , 49 Maiden Lane, New York. 


1°? you use “stickers!” We have extra fa- 

cilities for printing all kinds of gummed 

labels. Send sample and state quantity used 

moneys for an estimate on your work. W. W 
a 


LYON anchester, Conn 

\ ANAGERS of adve rtising in retail stores can 
4 easily make their own placards by the use 
of the Park Paste Paints. Send one dollar for 
four boxes, different colors, with alphabets = 
instructions, W. W. LYON, Manchest: r, Cor 


HAVE sold land, water rand space. as well as 

various kinds of merchandise, for myself and 
others. If you have anything to sell which needs 
publicity, send mea dollar for a sample adver 
tisement. WM. WARREN LYON, Highland 
Park, Conn 


Ts best means to tO push circulation and get 

the attention of advertisers is to use our 
music plates in your paper. We publish the prin- 
cipal pieces of vocal as well as instrumental 














music. Will take pay in advertising in your 
columns. Address NEW YORK MUSICAL ECHO 
CO , Broadway Theater Building, N.Y. 


= +> 
FOR S 


1 BUYS 4 lines 000 copies 
8 WOMAN’S WOR , Athens, Ga. 


re : AZETTE ADVER’T RECORD—For papers, #1 








proven. 


Testimonials. GAZETTE, Bedford, Pa 
I I ANDSOME ILLUSTR hinge 0g papers Cat 
alogue. 25c. AM. ILLUS. CO., Newark, N. J. 


1,000 SAMES Sepals Agrcuteeral: print. 


fereonville, Vhio. 
ie S: ae 2 Double cylinder Hoe = 
improved. -rice 
E. M 100Pi 
GFEC IALTY—Pape r job office. P ‘op. 125,000 


Smail ca eo required: a snap wags4 Eee man. 
Address L. NSON ON, Kansas City, 


: good 









| ae SALE —At par, a controlling interest in 

the stock of the W. D. Wi rw -rinting Ink 
Com W Limited Capi “<4 ddress 
“*G, "P.O. Box ‘ 











tS pae-= SALE— A paying loc: = newspaper. Full fi- 
nancial statems nt furnished ; unexce oe 

ble reason given; fully established ; intelligent 

American community. CHIEF, Tiskilwa, il 


ee SALE—6,000 addresses of school teachers 

the Province of Ontario, the garden prov 
ince of Canada. Five dollars a thousand, or 
$25.00 for the lot. THE MAIL, Toronto, Canada 


\ 7E have for sale 2,000 names and address of 
country property holders getting mail 
since July 1, 1893, in Neb., Tex., Kan., Mo, Ohio 
and Iowa, which’ we will sell for $2.50, or 1,000for 
$1.50. TERRELL & CAROLAN, Seguin, Texas 


Wi SELL FOR $6,000 an_old-established 

Sunday =" with job office, in flourish- 
ing manufacturing city of 30,000. Business 
nearly = 0. Great hargain. Address “ SUN- 
DAY,” care American Press Ass’n, Cincinnati, O. 
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ADVERTISEMENT CONSTRUCTORS. 
c= ARLES A. BATES, 91 World Bidg., N. ¥ 


DS built Send for free sample, giving ig par- 
44 ticulars. 8. C. LEWI, Franklin St N.Y. 


DS to order. Any style on approval. W. H. 
4 EASTMAN, E. Sumner, Me. [No. 2. Copy 
right 1893}. 
pe ANS of advertising — 1g prepared. Ads written 
singly or in series. -rimers and jingles for 
any business. Terms moderate. JOHN 8. GREY, 
care Printers’ Ink. 


Um E little ads boom my business ; Seay 
) would yours A regular little “ 
opener ” asa sample. $1. JED SCARBOR Box 


63, Station W., Brooklyn. 


GET up illustrated advertisements of every 

kind for general advertisers who want some 
thing distinctly effective, and are — to pay 
for it. F. CROSBY, 82 Broadway, = 


A DS of all kinds, prime rs. rs, pamphlets and cata- 
logues prepared in original, effective forms. 
Mlustrations made and entire charge of mechan- 
ical work assumed if desired Address JOHN Z 
ROGERS, 769 Monroe St . Brooklyn 

\ MAN of ideas and wide experience wants 

f sition as advertising manager and writer 
where half his time will bring $1,300 a year, or 
all ot it $3,000. The very highest references as 
to a ,, and character. Address “ B.,” care 
Printers 


dLAIN bn K—The kind of talk that holds at 
tention—that convinces—that sells I put 

it into advertisements, circulars, booklets. I 
have studied the art of saying things and the 
business of selling them. They go together 
toward success. I believe I can write talk that 
will sell anything that has merit. I won’t write 
about itif ithasn’t Do ae need such —— et 
re? for “My Idea of It,” it’s free. CHARLES 
BATES, 91 World Bldg , New York. 


per most of the ordinary lines of retail busi- 

ness I can afford to write catchy and con- 
vincing ads, with attractive display, ‘at the rate 
of 3 for $2, or in series of 10 for %5—cash with 
order. For special work, circulars, booklets or 
catalogues, I make prices in proportion to the 
time and labor involved. I take entire charge of 
the literary and re pan _— of such work, 
and guarantee effect nd economical results 
CHARLES A. BATES, a Ww orld, Bldg., New York. 


> 
THEATER PROGRAMMES. 
in N Re ‘theater ee, 


DYS =e 
‘or rate : etc., address 
AD L Pil STE t N, 113 E eth St., 


= 

















PREMIUMS. 


pew M USERS~— Write for a good article to 
HN & CO, Moline, Il. 


Py OR. partic ulars of ane xcellent cong write 
. P. BULLARD & CO., Boston, 


B= goods for mail order business and pre 
miums for i -—¥e~ and manufacturers, 
W.N. SWETT & 28 Reade St., New York 


’ EW illustrated catalogue of the best premi 
A ums for newspapers and manufacturers now 
ready Senc for it and get new business. E 
BOOK COMPANY. 











142 & 144 Worth St., New York 


ILLUSTRATORS AND ILLUSTRATIONS. 


| [ANDSONE IL. a STRATIONS 957 oe oS ef 
alogue, 2c. AM. ILLUS. CO., Newark. 


yor want to know of a crack ad artist ? Artist 

Lincoln, Metropolitan Building, Madison 
Square, N 
advertisers. 














years with leading periodical 





ADVERTISING AGEN NCTES. 
\ —_ HICKS, Advertising Agent. 











Nassau St., New York. 
* EWSPAPER Advertising and Purchasing 
Agency. 19 East 14th St., New York. 
A teed hy = to advertise anything anywhere 
me, write to the GEO. P. KOWELL 
ADVERTISING CO., 10 Spruce St., New York. 




















PRINTERS’ INK, 263 





TO LET. 
ft ay Front — in paiiding. No. 10 meee 
e and well ligh’ ; Steam 


electric 1 light oe further particulars address 
GEO. P. ROWELL & CO. 


ae 
MISCELLA NEOUS. 
=~ INKS are the best. New York. 











7 AN BIBBER’S 
Printers’ Rollers 


TS Eoemiate the stomach and bowels, take a 
RIPANS TABULE. 


\ ONEYED men only should send for co) om st of 
4 my lanes circular. J. P. WINTRING 
36 Pine St 


YAPER +m x M. Plummer & Co., 45 

Beekm: , N. Y., sell every kind of paper 

used by —~h. and publishers at lowest prices. 
Full line quahty of Printers’ Ink. 


6é y= Consideration and —— iry!” The 

simplest copying device is The Express 
Duplicator, reproducing every twenty minutes 
over 100 fac-similes — a —— It’s the 
best investment, becaw an nden every time 
used. BENSINGER MUL LTIC R CO, 8 
Nassau St., N. Y 





+2 


ADVERTISING MEDIA, 
GQ EATTLE TELEGRAPH. 
a 


( = Southern Home,40p. mo. Immigration jour- 
nal. Cir’n large, advg rates low ‘amletN.C 
W conan AGRICULTURIST, Racine, Wis. 
Proved circulation, 30,000 ; 20 cents a line 
N4T0NAL REAL ESTATE JOURNAL, K. C., 
i Mo., only paper reaching investors. 5c. per 





line. 


|= WOMAN’S MEDIC AL JOURNAL, Toledo, 
oo roncmee every woman physician in the 


world, Bp 


A® TIMES-UNION, every even- 
f ing, ynd WEEKLY TIMES, reach everybody. 
Largest circulation. Favorite ‘Home paper, 


JACIFIC RURAL PRESS, San Francisco, pub- 
lished weekly; largest circulation rating 
accorded to any agricultural paper in California, 
DVERTISE with the Church Press Associa 

F i es a Fes and rat of twenty 
church = mie” es and rates on appli 
cation 10 isth ‘St. Sent 


PRonucer AND BUIL —s ation furnishes 

its advertisers with daily construction re- 
quirement news re . rgest circulation of 
any New England builders’ journal 


REE PRESS, Kinston, N. C., reputed to be one 

of the two or three best weeklies in North 

Carolina. Issues over 1,000 every week—average 
larger. Has very few dead beats. Nice print 


81 ( will pay for 5 lines of advertising 4 weeks 
in 100 if linois newspapers having a guar- 
anteed circulation of 1,000 copies per week CHI- 
CAGO NEWSPAPER UNION, 10 Spruce St., N. Y. 
MBING. AND SCIENTIFIC PRESS, a weekly 
published at San Francisco, has the large ist 
siroulation rating accorded to any paper in Cal- 
ifornia published in the interests of miners and 














yd oy Central, Southern, and Southeast- 

Ohio offer a rich field for advertisers. 

THE. mM OHIO STATE JOURNAL—Daily, 12,500: 

Sunday, 17,000, and Weekly, 23,000—covers the 
field. Ali leading advertisers use it. 


Fe EXINGTON JTS ot pony of the Blue Grass 
region. he only paper 
issued every ta in ,7 year ; the only paper 
printed on a web perfecting _ and the only 
oe. whose circulation eee in 
owell’s Directory. Are you im it? 


FE DUCATIONAL INDEPENDENT circulates 
4 among teachers and pupils of Pennsylvania 
ools. 5,000 per week guaranteed. One-hal 

a per line a per 1 ee er ae I cost 
Clean ads yas ° 


inch eac 
Trial orders solicited. EDINBORO (ra.) PUB. 





RIZONA KICKER—Latest and best thing 

i out; 8 es; published weekly. Every 
Western life gra! hically depicted. portans 
nit for newsdealers n’t say you haven’t read 
it, but send 10 cents for sample copy, 50 cents for 
3 mos gt fora year ’s subscription Sent to any 
address. ARIZONA KICKER,Tombstone,Arizona. 


N O man having goods to sell, who has ever 
4 given intelligent thought to the uestion 
of advertising them, can help but know that the 
most thorough medium is to —_ and issue, at 
regular intervals, to his trade a paper case ying 
his imprint and describing his stock. If there 
any value in general newspaper ativertising, 
where your advertisement is one of many con- 
tending for the same trade, such value must be 
undred-fold when your advertise- 
ment is the only one and goes exclusively to 
your Spe customers. The new year is upon 
us. Try a paver of your own for one year Zo . 
not cheap. Nothing good ever is. Curtail 
other advertising this year. ‘Send to PICTORIAL 
WEEKLIES CO., 132 Nassau S8t., for estimates. 


SPECIAL OFFER—For a page advertisement 
+\ in Printers’ INK for the 52 issues that make 
up a year the charge is $5,200. ye now solicit a 

e advertisement from you for PRINTERS’ INK 
or the year 1894, and for such an —_e at this 
time, offer the following concession, viz.: The 
advertising may — now and appear in ail the 
remaining issues in without additional 
charge, thus extending the year over 68 weeks at 
the price of 52 weeks. Fora half- e advertise 
ment the price is $2,600, or one-half. the price of 
. Fora half- e order recei 4 
same concession wi be made that is ‘offered for 
an order for a page. For a quarter-page in 
PRINTERS’ INK the price 1s $1,300 a year ; but we 
will accept an order for a quarter-page. to be in- 
serted from now till the end of December, 1894, 
for #1,300, thus giving 68 weeks at the price of 52 
weeks. A two-line display advertisement in- 
serted in PRINTERS’ INK for a year costs $52 ; but 
for $52 we will receive a two-line advertisement, 
to be inserted from now till the end of Decem 
ber, 1894. Any additional space may be had on 
the same conditions at #26 a line for the whole 
riod of 68 weeks. Address orders PRINT- 
RS’ INK, 10 Spruce St., New York 
August 16 


SUPPLIES, 
I EVEY’S INKS are the best. New York, 
4 
VAN BIBBER’S aia 
Printers’ Rollers. 
YEERLESS ” CARBON BLACK. 
For fine Inks—unequalled— Pittsburg 





)ae be new device for rapidly increasing 
per circulation mailed for dime. 
ARTHUR | JARE, 54 Beekman St., New York. 


Ry, TYPE from BRUCE’s NEW YORK TYPE 

FOUNDRY, 13 Chambers St., New York 
Best and cheapest. Get their prices before 
purchasing. 


4 be PAPER & eo with ink manufac 
tured by the W ILSON PRINTING INK 
CO., L't’'d, 10 Spruce St. be! York. Special prices 
to cash buyers. 


YAPER DEALERS— M. Plummer & Co., 4 

Beekman St, N Y., sell every kind of paper 

used by printers ‘and publishe = at lowest prices. 
Full line qualit dois ad In 


ADDRES ca AND’ ADDRESSING. 


( UR hand machine addresses 1,500 names per 
hour. Write. BLACKMER BROS. & Cv. 
Chicago, 
WE have 10,000 select addresses, profitable for 
any mail business. Will inclose other circu- 
lars with ours at a reasonable rate. Address J. W. 
JONES, Fairmount Ave. & Caroline St.,Balto.,Md. 


W 4nteD- —Orders for typewritten lists of any 

trade or profession. Only very latest di- 
rectories and commercial agency books used. 
Complete list now ready of members of National 
Guard in U_ §., with house address, 110,000 ; dress 











makers, 19,000 ; milliners, 18,000; newsdealers, 

16,000; lady canvassers, 750 ; male canvassers, 900 ; 

speculators. Bg td ladies’ addresses, 38,000 

‘armers, ; accurate list of all trades in 

South ya 4 Send for estimate as to cost of 

ony thing you want, U. 8. ADDRESSING CO., 
36 Liberty St., N. Y. 


> 
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The primary idea of an advertising 
agency was the representation of all 
papers. The general agent was pre- 
pared to place advertisements in every 
paper. But, with the growth of the 
newspaper press, there has come to be 
a modification of the original ideas. 
There has grown up a system of spe- 
cial representation in which the larger 
profits make it appear better policy to 
devote efforts to a comparatively few 
papers instead of attempting to repre- 
sent all, 

There are now so many papers in 
this country —over 20,000 — that the 
mere act of receiving, examining them 
and keeping them on file entails a large 
expense. ‘Their rates must also be 
filed and kept up to date, so that the 
general agent is compelled to make a 
large outlay. The: agent, on the 
other hand, who deals with a smaller 
number of solicited papers reduces his 
clerk-hire to the minimum and_ in- 
creases his percentage of net profit. 
The writer has discussed this question 
with several well-known advertising 
agents, among them Chas. H. Fuller, 
of Chicago. He attempts to represent 
about 3,000 papers, or only one-seventh 
of the total number published. He 
mentioned a case where an advertiser 
placed an order for 100 small papers 
with another agency and for two large 
papers with him. But Mr. Fuller re- 
ceived more money for the two than 
the other agent obtained for the much 
greater number! He also explained 
that itwas more trouble and expense 
to deal with the smaller papers than 
with the better ones. He knew of 
another case where an agent is sending 
orders to a list of country papers, pay- 
ing them at the rate of $2.50 per inch 
per year. He wouldn’t care to accept 
the order, even if the whole $2.50 was 
profit and he didn’t have to pay the 
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paper anything. Book-keeping and 
clerk-hire amount to a good deal in the 
course of a year. Besides, he had no 
doubt that the bigger papers of large 
circulations were much better advertis- 
ing mediums, and would satisfy the 
customer in the long run much better 
than the small papers. 

On the other hand, Messrs. Lord & 
Thomas, of the same city, argue that a 
general agent should be prepared to 
place an advertisement in any paper 
that his client wishes. While dealing 
with the small papers may not be prof- 
itable, it is often necessary to execute 
an order for this class so as to get the 
arger and more profitable business 
that the same advertiser has to put 
out. 


RECENT suggestions encouraging a 
greater regard for timeliness in adver- 
tising may not seem to apply to the 
rank and file of advertisers, But if 
opportunities are carefully watched 
for, the object will not be found so 
difficult to attain. Some public event 
of general interest, or a new departure 
in the business methods of the adver- 
tiser, will often give the desired oppor- 
tunity. ‘The regular office mail is full 
of hints for wide-awake advertisers. 
An example of a timely advertisement 
calculated to have a strong effect upon 
the reader may be observed in a recent 
issue of the Atlantic Monthly. The 
New York Critic invited its readers to 
express an opinion as to what they 
considered the best ten American 
books. The result of the vote showed 
that seven of the most popular ten 
books were published by the firm of 
Houghton, Mifflin & Co., who at once 
took advantage of this event to con- 
struct a telling two-page advertisement. 
This same publishing house has on 
other occasions given its advertise- 
ments a peculiar aptness, as, for ex- 
ample, at the season when the exodus 
abroad begins they have made special 
announcement of their various works 
of travel, guide-books, etc. And at 
the beginning of the summer season an 
advertisement, grouping together a 
number of books of light fiction, ap- 
propriate for reading during the dog- 
days, has seemed particularly tempting. 
Firms engaged in other business may 
not be able to make their advertise- 
ments timely in just these ways, but, 
if the matter is made a study, other 
methods can be devised which will 
amply repay the trouble taken, 
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CHICAGO must be awarded the palm 
for general excellence in typography. 
Its daily papers are typographical de- 
lights, its advertisements are models of 
clear and attractive setting, and the 
effect is to be observed even in its street 
signs and wall posters. Yet Chicago 
falls short in its orthography as much 
as it exceeds inits typography. Errors 
in spelling on signs are frequent and 
amusing. ‘lhe same shakiness in spell- 
ing is conspicuous in the Fair Grounds, 
and in some exhibits, where one would 
expect nothing short of perfection, 
there are errors of which a school-boy 
might be ashamed. 

Mr. RuFus H. Jackson, for eleven 
years connected with the business 
office of the Hartford Zimes, has 
assumed charge of the advertising de- 
partment in addition to his duties as 
subscription manager. Mr. Jackson 
entered the employ of the 7tmes when 
a boy, and his steady advancement is 
the reward of recognized ability and 
business capacity. Mr. Jackson was 
for three years assistant advertising 
manager, and for five years has been 
in charge of the subscription depart- 
ment. He will be welcome to the 
advertising field in his new role of full- 
fledged manager. 





Mr. C. M. PALMER, business man- 
ager of the San Francisco Examiner, 
leaves San Francisco on September 1 
for a several months’ European tour. 
To the knowing ones in San Francisco 
this means a permanent retirement of 
Mr. Paimer from the business head of 
the Lxaminer, although it is an- 
nounced that he leaves on a twelve 
months’ vacation. The fact is that Mr. 
Palmer’s investments in the North- 
west, which include the Vorthwest- 
ern Miller, an interest in the Minne- 
apolis Journal and the ownership of 
the St. Joe Mews, and yet another 
country daily, are too extensive to per- 
mit him to remain longer in San Fran- 
cisco, although it is well known that 
Mr. Hearst, proprietor of the Zxam- 
iner, has offered Mr. Palmer his own 
terms if he would agree to return to 
that paper. Mr. Palmer is 37 years 
old, yet his retirement from the £x- 
aminer on September I was the anni- 
versary of his twentieth consecutive 
year in the newspaper business. He 
is a broad-gauge man, and deserves a 
vacation at least once in twenty years, 
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ENTERPRISING and prosperous daily 
newspapers, when they reach a certain 
level of importance, find it necessary 
to maintain a Washington correspond- 
ent. Consequently, a list of the gen- 
tlemen entitled to admission to the 
Congressional press galleries possesses 
some interest even for an advertiser. 








A GOOD point was made hy the pub- 
lishers of Comfort in their advertise- 
ment in last week’s PRINTERS’ INK. A 
map of the United States, giving the 
circulation in each State, is accom- 
panied by the physician’s prescription : 
‘** For general depression, use once_a 
month.”” The announcement possesses 
an added interest from the fact that no 
other single paper has, or ever has had, 
or ever claimed to have, so large a cir- 
culation. 


MANY people familiar with the ex- 
pression, ‘* The fourth estate,” as ap- 
plied to newspapers, do not under- 
stand the reason for itsuse. A passage 
in Carlyle’s fifth lecture on “* Heroes, 
Hero Worship and the Heroic in His- 
tory, 1841,” makes Burke the author 
of the expression: ‘‘ Burke said there 
were three estates in Parliament, but 
in the reporters’ gallery yonder there 
sat a fourth estate more important 
than they all.” 


IN BOSTON. 





Potter Druc & Cuem. CorPporRATION, 
135 & 137 CoLumBus AVENUE, 
Boston, Aug. 17, 1893. 
Editor of Printers’ Ink: 

The inclosed came to-day in our mail, 

thought perhaps you might like to know. 
Porter Druc & Cue, Corp’n, 
J. H. Phinney. 

The inclosures referred to consisted 
of five copies of PRINTERS’ INK, issue 
of August 16th, addressed, Plymouth 
Rock Pants Co., 25 Elliott street; 
Our Dumb Animals, 19 Milk street ; 
Josiah Quincy, Redding & Co., and 
Hollander, Bradshaw & Folsom, 1615 
Washington street. 

This slip-shod way of delivering 
newspapers costs every newspaper pub- 
lisher many dollars every year in allow- 
ances to advertisers who fail to receive 
papers that were properly sent and 
properly addressed, but improperly de- 
livered, 

If the price collected for postage on 
newspapers is not sufficient to pay for 
having the work properly done, a 
higher price should be charged, 
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PRESS REPRESENTATIVES. admission to the Congressional Press 

The following is a complete list of Galleries. It is compiled from the last 

newspapers represented at the National Official Directory issued from the Gov- 
Capital by correspondents entitled to ernment Printing Office : 


|, eee Montgomery... Advertiser....R. H, Watkins, 124 Corcoran Bldg. 
California,.........Sacramento,, .Record-Union.C, C, Carlton, 1420 New York av. 
Harvey Fleming, 1420 New York av. 


San Francisco. Bulletin,... ..C. C, Carlton, 1420 New York av. 
Harvev Fleming, roo8 T st., N. W. 
Call... .......C. C. Carlton, 1420 New York av. 
Harvey Fleming, 1420 New York av. 
Chronicle......E, L. Bertrand, 501 Fourteenth st. 


Geo, H, Walker, 501 Fourteenth st. 
Examiuer.....J.S. Van Antwerp, 501 Fourteenth st, 


Colorado,.........+ i eee eee J. J. Noah, Baltimore Sun Bldg. 
Republican.... Jerome J. Wilber, 517 Fourteenth st. 
Times, 








.....J-S. Van Antwerp, sor Fourteenth st. 
Connecticut. ......Bridgeport....Post.......... xe0. Sawter, 245 K. Capitol st. 
District Columbia., Washington, ,.Evening News Cluskey Cromwell, 929-931 D st., N. W. 
Henry E, Eland, 929 D st., N. W. 
Francis J. O'Neill, 929 D st., N. W. 
PME sctcesscve H. S. Canfield, Tenth and D sts. 
U. H. Painter, goo Fourteenth st. 
H. L. West, Tenth and D sts. 
WR kcvecaced Chas. H. Boynton, 11th st. and Penna. av. 
Alfred J. Clarke, 11th st. & Penna, av. 
Geo, H. Harries, 1101 Penrsylvania av. 
N. O. Messenger, 515 Fourteenth st. 
J. P. Miller, 71 Corcoran Bldg. 


re ..-Atlanta.......Constitution.. E. W. Barrett, 501 Fourteenth st, 
TIMRGIS...ccscccces Chicago..... ..Evening Post..Cornelius Gardiner, 1417 G st., N. W. 
Herald...... .Geo. H, Apperson, 1417 G st., N. W. 


R. D. Bogart, 1417 G st., N. W. 
Walter Wellman, 1417 G st., N. W. 
Inter-Ocean...E. B. Wight, 1333 f is eee We 
Record .......J. A. Mathews, 515 Fourteenth st. 
Chas. T. Thompson, 515 Fourteenth st. 


Times........A. H. Lewis, sor Fourteenth st. 
Tribune...... W. S. Larner, 7 Corcoran Bldg. 
i. ite a, 7 Corcoran Bldg. 
er ..- Indianapolis... Journal ....... Perry S. Heath, 515 Fourteenth st. 
News..... «+++J. A. Mathews, 515 Fourteenth st. 
PR acansesacews Burlington .... Hawk-Eye....5mith D. Fry, 1407 F st., N. W. 
Des Moines..,Register...... Smith D, Fry, 1407 F st., N. W. 
Sioux City..... Journal....... Chas. A. Hamilton, sor Fourteenth st. 
Kansas...... 0 ar Fred, F, ogre Fourteenth st. 
ROUSUERY «0.00 os 008 Louisville ,,...Courier-Jour, .O. O, Stealey, 714 Fourteenth st. 


Evening Post..A. W. Butt, 501 Fourteenth st. 
Ev’ng Times. .Clifford Rose, 704 Fourteenth st. 
O. O. Stealey, 714 Fourteenth st. 


Louisiana ......... New Orleans .,Item.........Chas. W. Metzgar, 603 Fifteenth st. 
Picayune ..... R. Bowman Matthews, 1427 F st., N. W. 
Times- 
Democrat... Fred. A. G. Handy, 501 Fourteenth st, 
BEB occes ceccecs Lewiston ... .Journal....... Chas. B. Reade, Riggs House. 
Maryland .........Baltimore..... American. ....Karl Decker, 1420 Pennsylwania av. 


Louis Garthe, 1420 Pennsylvania av. 
Herald .......F. P. Ferris, 515 Fourteenth st, 
News......0¢ ..E. W. Brady, B. & O. Bldg. 
Sun........+-J. Y. Brattan, Baltimore Sun Bldg. 
Henry G. Kemp, Baltimore Sun Bldg. 
F. A, Richardson, Baltimore Sun Bldg. 
John C. Williams, Baltimore Sun Bldg. 
Massachusetts,....Boston........Adv.& Record. J. B. Reynolds, 501 Fourteenth st. 
Globe.........A. Maurice Low, 515 Fourteenth st. 


are Walter E, Adams. 1406 G st., N. W. 
Henry B. F. MacFarland, 1406G st., N. W. 
Journal....... E. B. Wight, 1333 F st., N. W. 
Transcript....W. B. Shaw, 31 er Bldg. 
Traveller ..... Frank P. Morgan, sor Fourteenth st. 
Springfield..... Republican, ,..Chas, A. Conant, 29 Corcoran Bldg. 
Michigan.......: pe ee . Free Press.... Frank H. Hosford, 704 Fourteenth st. 


W. J. Lampton, 608 Fourteenth st. 
lribune......Smith D, Fry, 1407 F st., N. W. 


Minnesota......... Minneapolis... Journal,...... . S. Van Antwerp, sor Fourteenth st. 
J ae N. O. Messenger, 515 Fourteenth st. 
Tribune ....../ Albert Dollenmayer, 521 Fourteenth st. 
St. Paul....... Dispatch ..... Smith D. Fry, 1407 F st., N. W. 
ee James A. Nowell, 1405 F st., N. W. 


Pioneer Press. Arthur W. Dunn, 511 Fourteenth st. 














Missouri.... .....- Kansas City.. 


Montana.... 


New Hampsliire. . 


New Jersey. 
New York 


North Carolina... 


Nebraska. ...... 


Elmira....... 


Syracuse ...... 
-Charlotte.. 


Wilmington .. 


ee ee Cincinnati.... 


Oregon...... 
Pennsylvania 


Cleveland..... 









..- Observer , 
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et. +++... Harvey Fleming, 1420 New York av. 
oe -- Albert Miller, Room F, Rapley Bldg. 






Times H Lindsay, Willard’s Hotel. 
St. Joseph..... Herald .Fred, F, Schrader, 511 Fourteenth st. 
St. Louis..... Chronicle. ..P. C. ohnson, Evening Star Bidg. 
T. C, Hannum, 515 Fourteenth st. 
Globe Dem,,.F. F. Schrader, 511 Fourteenth st. 
Walter B. Stevens, 51t Fourteenth st. 
Post gm Harry W. Walker, Arlington Hotel. 
Republic .....O’ Brien Moore, sor Fourteenth st. 
Fletcher Hodges, sor Fourteeuth st. 
Westliche 
Post....L. W. Habercom, 1416 F st., N. W 
DOWNS... ccccccee Miner ........ Smith D, Fry, 1407 F st., N. W. 
.-Lancoln....... State Journal,,W. E, Annin, 517 Fourteenth st, 
Omaha....... Bee. .... ‘Perry Ss. Heath, 515 Fourteenth st. 
-Concord.......Ev’g Monitor. .* liff Warden, goo ‘I wenty-third st. 
Newark....... ES . R. Bell, 515 Fourteenth st. 
Brooklyn...... Daily Eagle . Addie B. Atkins, 608 Fourteenth st. 


St'rd-Union,..Albert Halstead, 519 Fourteenth st. 
Chas, A. Hamilton, sor Fourteenth st. 
.-Chas. W. Metzgar, 603 Fifteenth st. 
-Chas, A. Hamilton, 501 Fourteenth st. 
.Gazette....... Edwin S, Potter, 1417 G st., 
-Com, Adv'tsr. J. P. Miller, 71 Corcoran Bidg. 
Com. Bullctin.Chas. A. Conant, 29 Corcoran Bldg. 
Daily Journal 

of Finance..Ivan C. Michels, 408 E. Capitol st. 


Daily News...J. M. Sarvis, 1419 F s 

Evening Post. ‘rancis E. Leupp, 71 Corcoran Bldg. 

Morald .....0.- Hobart Brooks, PPieenth & Gsts., N. W. 
Geo. W. Rouzer, Fifteenth & G sts., N. W 

Iron Age..... B. Randolph Keim, 31 Corcorar Bldg. 

Journal.... . P. Ferris, 515 Fourteenth st. 


Journal of 
Commerce..Charles A. Conant, 29. Corcoran Bidg. 
M'1& Express. wa S. Shriver, 519 Fourteenth st. 


Press .........E. C. Howland, 1406 G st. 
Recorder ..... _ A, Coolidge, 1406 G st., N. W. 
Staats Zeitung.Reginald Schroeder, 517 Fourteenth st. 
oe David S. Barry, 1417 G st., N. W. 
Times...... = G. Dunnell, 515 Fourteenth st. 

. C. Randolph, 515 Fourteenth st. 
Tribune ...... Selden N. Clark, 1322 F st., N. W. 


Wm. L. McPherson, 1322 F st., N. W. 
M. G. Seckendorff, 1322 F st. 
World ...000.. James W., Allison, 702 Fourteenth st. 
W. L. Crounse, 702 Fourteenth st. 
en H. Tennant, 7o2 Fourteenth st. 
homas B. Kirby, 515 Fourteenth st. 
.-Cicero W, Harris, 1427 F st., N. W. 
. Messenge t....Cicero W. Harris, 1427 F st., N. W. 
‘Com. Gazette. Albert Halstead, 519 Fourteenth st. 
Fred. D. Mussey, 519 Sem * st. 
Enquirer...... Geo, E. Gilliland, 1515 H st., N. de 
Win, C. MacBride, 1 15H he 
S. E, Johnson, 1515 ct ww 
Path. cccccees T. C. Hannum, 515 ete st. 
Times-Star ...George G. Bain, 515 Fourteenth st. 
Tribune H. V. Boynton, 511 Fourteenth st. 
. Leader. ° ee B. Morrow, 1427 F st., N. W. 
Plaindealer . oward N. Thompson, so01 Fourteenth st. 
. R. Holden, sor Fourteenth st. 


Herald ......- 








ee T.C. Hannum, 515 Fourteenth st. 
Columbus....,Dispatch...... Perry S. Heath, 515 Fourteenth st. 

State Journal.. * L. Merrick, 14th st. and Penna. av. 
Springfield ....Union......... Ww. Brady, B. & O. Bldg 
Toledo. .......Commercial. . € orry M, Stadden, 521 = st. 
Portland ...... Oregonian .... Arthur W, Dunn, 511 Fourteenth st. 
Harrisburgh .. Telegraph ....De B. Randolph Keim, 31 Corcoran Bldg. 
Philadelphia, ,.Enquirer...... De B. Randolph Keim, 31 Corcoran Bldg. 

Ledger ...... ohn M. Carson, 517 Fourteenth st. 

| ee idgar J. pe sor Fourteenth st. 

Henry. S. Hen ‘or Fourteenth st. 
Record.. enry B. F. MacFarland 1406 G st., N. W, 
Telegraph. a , Milier, 71 Corcoran Bldg. 
eee mith D. Fry » 1407 F st., 

Pittsburgh,,...Chronicle-Tel. N. O. Messenger, 515 Fourteenth s 


Com’1 Gazette.Chas. W. Metzgar, 603 Fifteenth st. 


Dispatch. . .E. W. Lightner, 85 Corcoran Bldg. 
Leader ....... W. R. Bell, 515 Fourteenth st. 
PoSt.ccc.seess Maurice Splain, National Theater Bldg, 


eo James S, Henry, 501 Fourteenth st. 
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News and 





South Carolina....Charleston.... 











































Fort Worth 
Galveston.. 


ASSOCIATED PRESS, 
Chas. A, Boynton, 515 Fourteenth st, 


CALIFORNIA ASSOCIATED PRESS. 

Charles Carroll Carlton, 1420 New York av. 

Harvey Fleming, 1420 New York av. 
COLUMBIA STATE, 

C. P. Hunt, 515 Fourteenth st. 


CONNECTICUT ASSOCIATED PRESS. 


George Sawter, 245 North Capitol st. 


INTER-STATE PRESS ASSOCIATION, 


O. P, Austin, 26 Corcoran Bldg. 


NEWSPAPER CO, 


N, W. 


A. N, KELLOGG 
Smith D, Fry, 1407 F st., 


KIERNAN NEWS CO, 


Charles B, Lockwood, 511 Fourteenth st 


AN ADVERTISER’S DISCOURAGEMENTS., 


C. C, Fottmer & Co., ] 
Manufacturersand Dealers in 
Lumser, Larn, Pine anp CEDAR reg | 
Graxp Rapips, Mich., Aug. 25, 1893. 
Editor of Printers’ Ink: 

Can you tell us why Hires’ people spend 
such large sums in advertising the excellency 
of root beer as a beverage, and then fail to see 
that the retailers keep their goods for sale? 

We noticed their ad in the daily papers of 
this city, and on inquiring at two retail gro- 
cers were offered substitutes for theirs, and 
proprietors stated that the wholesale grocers, 
if they had it, did not offer it for sale, 

Y —_ truly, 
.C. Foutmer & Co. 
Tue Cuarces E, Hires Company, | 
PHILADELPHIA, Aug. 20, 1893. § 
Editor of Printers’ INK: 

We aresurprised at the remarks of Messrs. 
Follmer & Co., because our sales in Grand 
Rapids have been quite large. The following 
wholesale houses order it in large quantities: 

Messrs. A. E, Brooks & Co., 

Haze tine Perkins Deve Co., 

THE MussecLman Co., 
and the inquiries from the retail trade there 
for advertising matter have been promptly 
attended to, so that the cases these people 
speak of are certainly exceptions. 
We know that our goods are cut very much 
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Courier... 


Tennessee.........Memphis..... . Appeal- 
Avalanche 
Commercial... 
ae lL 












R, M. Larner, 1417 G st., N. W. 


.E. W. Ayers, Sun Bidg. 
R. H. Watkins, 124 Corcoran Bldg. 
. W. Ayers, Sun Bldg. 
Edwin B, Smith, 515 Fourteenth st. 
W. Ayers, Sun Bldg. 







Houston......  & lifford Rose, 704 Fourteenth st. 
San An onio ..E. W. Ayers, Sun Bldg. 
Utan..... covecccesant Lake € W. E. Annin, 517 Fourteenth st. 
Virginia...........Alexandria H rold Snowden, Alex: — Va. 
Richmond... ‘ome h.....Alired J. Stofer, 1317 F si WwW. 
Times.. a L. Wilson,  hbsy ‘A, Rapley Bldg. 
Washington...... Spokane....... Chronic M. Larner, 1417 Gst., N.V 
fo eee Milwaukce,,,.Ev. Wisconsin. i rank Markle, r= <27 I st., N. W. 
Sentinel.,..... Sumner M. Curtis, 1407 F. st., N. W. 
AMERICAN PRESS ASSOCIATION, SOUTHERN ASSOCIATED PRESS, 
Charles H. Merrillat, Post Bidg. . Hatton, | . , 
Walter Wellman, 1417 G st., N. W. A \. ‘ta, | (hs Pee. 


THE UNITED PRESS. 

C. S. Albert, 
J. B. Austin, 
John Boyle, 
Albert Chapline, 
H. Conquest Clarke, | 
P. V. DeGraw (M gv), 
w. 3. Dwyer, 
Ernest W. Emery, | 
A. J. Halford, { 
Chas. J. Hayes, { 
Henry G. Hayes, | 
James G, Holland, 
Edwin M. Hood, 
L. A. Leech, 
Rk. V. Oulahan, 
T. I. Whitehead, 
Jerome J. Wilber, 
H. S. Wright, 

UNION 


515 Fourteenth st. 


EXCHANGE, 
Angus McSween, 515 Fourteenth st. 


PRESS 


in price, owing to the large sale of them, and 
know at the same time that a large number of 
dealers try to substitute other goods, We 
appreciate your kindness in forwarding this 
letter to us, and wish to thank you for the 
same. Yours very truly, 
lHe CHARLES E, Hines Co, 

The above communications tend to 
show that a portion of the benetits of 
advertising is lost unless the channels 
of trade are carefully watched. Ad- 
vertisers are always glad to learn of 
such instances, as it gives them an op- 
portunity to begin an investigation and 
prevent the recurrence of similar losses. 
Readers of PRINTERS’ INK who have 
had experiences of this kind, when at- 
tempting to purchase advertised articles, 
may assist in the good work by com- 
municating the facts to us. 


en A> Ce 


SOME LEADING _NEWSPAPERS. 
ARKANSAS. 


- omer County, Arkansas (pop_ 19,459), the 
circulation rating is accorded to’ the 
Ww uk Pilot, published at Morrillton. 


CALIFORNIA. 


OUR MOME, San Francisco—Is given an av- 
erage monthly issue of 26,339, » by far the largest 
of any mont y in California. 




















WASHINGTON, D. C. 
K’S WASH ASHINGTON Di- 


RI 
€ aw j reat s accorded a larger cir- 
culation’ than apy other paper of its class issued 
south of New York. 





MASSACHUSETTS. 


Farm-Poultry, Boston, monthly: regular 
cireul on 30,711, much larger than any other 
publication in Massachusetts devoted specially 
to the live stock interest, or than any other 
Poultry journal in the United States. 


HOUSEHOLD: 


cations in Boston the exact accurac 
circulation ratings the American Newspaper 
Directory guarantees by $100 forfeit. 

record shows a regular issue for the past year of 














Boston, is one of the »(only 





sa ,500 COP 
which is the argest guaranteed” 
in Massachusetts, with one exception. 
MISSOURI. 
MEDICAL BRIEF, monthly, Louis, has 
a regular le 0 30,473 copie: ann ed by 
American ape per Direc tory, a larger circula- 
tion than any other me dical | jour nal in the world. 


~ OHIO. 
« Cleveland, 


The American Bui Builder:i: accord- 


ed the largest circ ulation rating of any archi- 
tectural or builders’ journal west of New Yor 


PENNSYLVANIA. 


Pittsburgh PRE § has the largest circula 
tion rating of any daily in that city, viz: 40,964 


TENNESSEE. 


circulation 











MEMPHIS APPEAL-AVALANCHE — Is 
riven a li *r circulation rating for its daily, a 
arger ¢ ulation rating for its Sunday and a 





larger circulation rating for its weekly than is 
accorded to any other daily, Sunday or secular 
weekly paper in Tennessee. 

VIRGINIA. 

BIBLE READER —Weekly, published at 
Richmond, is given the largest circulation rat- 
ing of any paper published in Virginia. 

Is ac- 


WISCONSIN. 
MIL\ AUKEE WISCONS N: 

cordec 1igher circulation rating than is given 

to any other eve —_ daily in Wisconsin. 


i aaa 
Displayed Advertisements 
50 cents a line; $100 a pige; 25 per cent 
extra /or specified position ‘if gra ted 
Must be handed in one week in advance. 
GEATTLE TELEGRAPH, the leading 
Democratic daily north of San Francisco. 


—Send 
STAMPS & EOR t FORE KE FET! or 


Bethlehem, Pa. 
QU PERIOR ag eal Engraving, Photo E hee 
‘ trotype Eng Co. ew Chambe rs St, N. 


JOB PRINTING 


BE INDEPENDENT. Own your own) news 
Ape a for estimates to PICTORI AL 
WEE Kt ‘O., 132 Nassau St , New York City. 


GERMANI Magazine for the study of the 


German lang. and litt For 
le copies, rates of advertising. etc., address 
GER MANIA, “Mane hester. N. H es 

rc ple ase send 


DIRECTORY PUBLISHERS, 2° sales 


and price list of your directories to U. 8S. AD- 
DiESS C 10 .L Box 1407, Bradford, McKean Co , Pa 
’ ws sieteaecindal 


PU B Li ic Advertisers 
oOo PI N | fo} N Ww ashington- cS , Verk. 


For holding Pape rs, Letter 
28 

















First-class, and no other. Tr 
Printers’ Ink Press, N.Y 
































Anything. Clean 
a Strong, fF ‘ortable. 
Cheap. In use all over U 
Send for ¢: my — testi 
monials, POPE RACK CO,, 
St. Louis Mo, 





PRINTERS’ 
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|The Housekeeper, “inno 
Home Paper. PayS Advertisers. 


G ET A COPY OF OUR 80, pavece 


Proven. Only 15 cts, 
line. “ONCE A MONT i? 
Det roit, Mich, 


HOPKINS & ATKINS 
Washington, D.C. 26 


PAT TENT Si tor otorimstin 
rite: for ioformation 


LOUISVILLE WEEKLY AMUSEMENT 


BULLETIN. Circulation 5,000 
ekly. For free distribution at all local hotels, 
clube and public resorts. 243 Fifth St., Louis- 
ville, Ky. 
RA D ADDRESS NC. 

The only pan nentic Trade Lists, Envelopes and 
Wrappers addressed in a hurry by machinery. 
Names guaranteed absolutely correct. For par- 
ticulars address Bi EL LKNA AP, Prest., 314, 316 
Broadway, New York Ci 


Columbian Desk Cata- 
logue 160-pages, post- 
age 7c. Desks from 
$6.00 to $600.00. °.° 
American Desk & Seating Co. 

271-27 2 Wabash Av, »Chicago, Tl Tl. 


‘WATCHES ~~ 
Are the Best PREMIUMS. 


Address the manufacturers direct. 


THE PHILADELPHIA WATCH CASE CO.. 





- ___ RIVERSIDE, N. J. 
BOOM ‘Sin ! 


We have told many—and will tell you 
HO Write! Chi. Phote. Engraving Co 


185 Madison St., Chicago. 
FOR NEWSPAPER OFFICES. 
SEND FOR ESTIMATES TO 
METEOR DESPATCH CO., 
28 E. 14th St., New York. 
89 state St., Boston, 
The Post, Boston, uses our system. 


STUDY LAW 
AT HOME. 


TAKE A COURSF IN THE 
a Correspondence 
chool of Law. 
(Incorporated ) Send ten 
cents (stamps) for 

particulars to 
4. COTNER, JR. SEC Y 
DETROIT, MICH 
25 Telephone Bldg 


A Thousand Newspapers 


A DAY ARE READ BY 


The Press Clipping Bureau, 
ROBERT & LINN LUCE, 
68 Devonshire St., Boston, Mass. 


FOR WHOM ? iizr.nsse 


that want ear 
liest news of construction ; 
Business houses, that want addresses of 
probable customers 
One hundred class and trade papers; 
Public men, corporations, professional 
men, who want to get news, see what is said 
| of them, or gauge public opinion. 
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THE EVENING JOURNAL, 


JERSEY CITY’S 

FAVORITE FAMILY PAPER. 

Circulation, - - - - 15,500. 
Advertisers find IT PAYS! 


Advertising in England, 
European Continent, Etc. 


SELL’S 
ADVERTISING AGENCY, L’t’d. 
Capital, $250,000. Henry Sell, Manager, (editor 

and founder of “ Sell’s World’s Press.”’) 
Full particulars regarding British or European 
pt peng sample papers, rates, etc., at the 
London Office, 167-168 Fleet street, or at 
New York Office, 21 Park Row, Ground Floor. 


Crystal Paper Weight. 
A CHEAP ADVERTISING CLOCK. 


Makes an attractive premium for 
Newspapers, Clothiers, etc. 


HANDSOME GLASS CASE, 
Fitted with Seth Thomas Movement. 


PATENT APPLIED FOR. 
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We make a variety of styles of Ad- 
vertising Clocks. 
Send for illustrated Price List. 


BAIRD CLOCK CO., Plattsburgh, N.Y. 


_-— 














INK. 


NEW YORK LEDGER 


Although there has been a wave of general 
financial depression floating over the country, 
it has affected the farmers little, if atall. They 
have paid off their mortgages; the general 
wheat, oats and hay crops are excellent; corn 
crop most promising. If more than 50 cents a 
bushel can’t be had for wheat by taking it to 
market, conditions are such that by feeding it 
to hogs, from 75 cents to $1.00 a bushel can 
realized. Farmers were never feeling better 
and it is their time to laugh. If you have 
wares to sell to the industrious, prosperous 
and progressive farmers, have no hesitancy in 
announcing them. The AGRICULTURAL 
EPITOMIST with its average circulation of 
125,000 copies, which are mailed monthly, as 
will be proved by P. O. receipts, will give you 
most excellent service. No edition will be less 
than 100,000 copies guaranteed. It has paid 
others and wil Rey, — Advertising space 
for sale by EPITOMIST PUB. CO., Indian- 
apolis, Ind., or responsible advertising agents. 





[f you want to reach everybody ad- 





vertise in Scribner s—it isn't necessary 


to have an exhibit at Chicago. 
Address CHARLES SCRIBNER'S SONS, 


743-45 Broadway, New York, N. VY. 
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THE most economical and practical machine | 
| On the mar ket to-day for a newspaper office | 
of moderate size to way te . ft kt 8 


THE “NEW MODEL” WEB 


Write us for the WHYS and WHEREFORES, 



































| CAMPBELL PRINTING PRESS & MFG. CO., 
| 160 WILLIAM ST., NEW YORK. 334 DEARBORN ST., CHICAGO. 


























BE 
SAFE 


from the perils of a financial flurry, when the business world seems baffled, should be the 
aim of every shrewd advertiser. It may be a comparatively easy matter when you study 
the situation. Notwithstanding the wave of general financial depression that has been 
floating over the country the past few months, it has affected the great masses of the rural 
population but very little, if at all. The bone and sinew of the land, who produce “ the 
staff of life” for the millions, well-nigh have a season for rejoicing. Good crops, and a 
market for them, foretell a season of renewed prosperity for the masses. 

Are you improving this vast opportunity, and placing your business directly before the 
industrious, prosperous, progressive population of the nation ? 

It is just this class of wealth-producing territory that is covered by the twelve period- 
icals comprising Allen’s Lists. 





Their patrons sound their praises, and more than substantiate 
any claim made in their behalf. 





OFFICE OF NATIONAL TYPEWRITER CoO., 
HEADQUARTERS 611 WASHINGTON STREET. 
Only Typewriter that will write all the languages. 


Boston, Mass., August 17, 1893, 
E. C. ALLEN & CO., AUGUSTA, MAINE: 

Gents—Yours received. Yes, you have already been of service tous, We have 
manipulated all the publications of note and big lists in the U. 8. in an advertising 
way, and find none of the “ millionaires” that begin to show the strength that do 
Allen’s Lists. 

tters from all over the world are constantly reaching us, and when we drop 
out of * Allen’s” we are without our usual receipt of applications for our goods. 

It will not flatter you to tell the public that as mediums for obtaining the sale of 
goods everywhere, and placing them directly before the every-day purchasers, the 
combination you are publishing is not excelled. 

We shall place your mediums at the head of our list for renewal of Fall contracts, 
and you Can rest assured that we have not forgotten the banner with the familiar 
device “ Allen’s Lists,” and shall not forget these great pullers of Augusta, Maine. 

Very respectfully yours, 
[Signed] JAMES W. HARRIS, Apv’r Dep’r., 
NATIONAL TYPEWRITER Co, 











When they drop Allen’s Lists the business depression is veryapparent. A medium that 
proves its sterling worth, and is thought much of by the experienced careful advertiser. 








E. C. ALLEN & CO., Proprietors, AUGUSTA, MAINE. 








242 PRINTERS’ INK. 


YIN i 


3 ALL GREAT 
NEW YORK 
DAILIES } 


UGS Bree, 


66 


STAR” Rollers 


Because they are BEST 
and most economical. Send for quotations. 








BINGHAM BROTHERS COMPANY, 


MANUFACTURERS OF 
49-51 ROSE ST., - - FIRST-CLASS - - 
NEw york. Printers’ Rollers and Composition, 
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OSETIA LL ELLOS 
DOD 3D DOD] XB 


Yes, You Can 5 
Get “ cheap ”’ printing if you want bY 





BEES CPUS ES 


~ T2554 Janh? if van 4 . AN 
%. Sut we dowdt if you want it. ji 
= . 

. 7 . oe a) 
SF you want a job done in a style 3 
7 sed 

: ) “yy nl 

to command attention, take it to \ 


THE PRINTERS’ INK PRESS, 
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WM. JOHNSTON, Manacer, Ke 
10 SPRUCE STREET, NEW YORK. Tad 


SLIT ITS ELI LEI 

























Eye- 


One of Many Series of 
’ Bright Advertising Pictures 
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Catchers 






























in A. P. A. Stereotype Plate 


Photographic Reduction of a page 20 inches long, the columns being regu'ar width 
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Read Carefully 
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SUIT ANY BUSINESS. COST IS TRIFLINC. 


Ask your local newspaper abou ‘A. P. A. pictures for advertisers, or write to 


AMERICAN PRESS ASSOCIATION ° NBM york > 


The pictures are furnished with or without the text in plates, as preferred, 
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From the New York Recorder. 


Monday, August 14th, 1593. 


HE RECORDER 


is the only newspaper in the metropolis 
whose business shows a gain over that 
of the preceding year. 

One year ago yesterday the World 
printed 983 columns of advertisements ; yesterday 
it contained go columns—showing a loss of 8% 
columns. The Herald of a year ago yesterday 
printed 7534 columns; yesterday it published 6714 
columns—showing a loss of 8% columns. The RE- 
CORDER of yesterday occupied second place, as usual, 
with 6934 columns of advertisements—A GAIN of 
124% coleman over the corresponding Sunday of last 
year ; and, we repeat, the RECORDER was the only 
New York newspaper that showed a gain over its busi- 
ness of 1892. All the others fell behind from 8 to 20 
columns. 

The newspaper next to the Herald, the fourth one 
in the race, printed 31 columns of advertisements yes- 
terday—less than half of the RECORDER’s showing. 
One of the New York Sunday newspapers, and an 
older paper than the RECORDER at that, went to press 
with 9% columns of business announcements—just 
60% columns less than were published in the favor- 
ite Home Newspaper. 

In fact, the other exhibits of advertising in New 
York newspapers yesterday are only interesting as 
illustrations of the difference between leading the 
van and bringing up the rear, No one of them 
published half the amount of advertising contained in 
the Sunday RECORDER. No two of them combined 
published as much. The 7rzbune and the Zimes, 
venerable heads of the old newspaper hierarchy of 
the metropolis, carried only 44 columns of advertise- 
ments yesterday between them—23 columns short of 
the young RECORDER’S single array. 

Such is the logic of figures ; and the moral thereof 
is so plain that the most ordinary mind cannot fail to 
make the correct interpretation. 
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/ The TTEM, 


D2302>—> 


® worTH 
ITS WEIGHT 
IN GOLD 


As dealers in fine whiskeys, wines and brandies, 
Netter Bros., 800, 802, 804, 806 North Third street, Phil- 
adelphia, have a reputation that extends from Pennsyl- 
vania to California. They have branch houses in San 
Francisco, Cal., Baltimore, Md., and Camden, N. J. 
They are extensive advertisers, and their opinion in re- 
gard to the value of advertising is Ar. When they 
make an assertion, it is based on actual experience. They 
do not hesitate to say that as an advertising medium 
“THE ITEM” IS WORTH ITS WEIGHT IN GOLD. 
As gold is the highest standard of value, nothing can be 
added to such an assertion. Here is a letter written to 
Tue Item by Netter Bros., in which this assertion is made: 
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PHILADELPHIA, August 5, 1893. 


Editor THE ITEM :—We have no hesitation in assert- 
ing that “THE ITEM” is worth its weight in gold. 

It appears to us that your valuable edition is A 
GREA st INFORMANT for those who desire employment. 

We inserted a small advertisement for MALE HELP, 
and it seems that “THE ITEM ’’ is so well circulated 
as to be IN THE REACH OF ALL. 

The above is a mere testimonial on our part, and you 
may use the same with our name, FOR THE BENEFIT 
OF OTHERS. 

We will also add that we have advertised our busi- 
ness with your paper for many years, and we claim 
**THE ITEM’? to be WORTH ITS WEIGHT IN GOLD, 

With best wishes we beg to remain, 

Yours sincerely, 
NETTER BROS., 
800, 802, 804, 806 N. Third St. 
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To Every Person 





WHO WAS A SUBSCRIBER FOR 
PRINTERS’ INK IN 


- - - 1892 - - - 
A SAMPLE COPY OF THE 


Issue of OCTOBER FOURTH, 1893, 


WILL BE SENT. 








Oo 


Advertisements intended for the issue of 
October 4th should be in hand not later than 
September 27th. 

Address all orders to 


PRINTERS’ INK, 
10 SPRUCE STREET, NEW YORK. 


































PRINTERS’ IN 
ARE YOU ONE OF ’EM? 





Here is the great Head Stuffer. 


He is pretty numerous at the present 
writing. 


He says he knows all about hard times 
and how to cure them. 


He deals in “I told you so’s” and “Me 
and Grover,” but, you observe, his clothes 
don’t fit him. 


He is the wise man from Wisdomville, 
and is trying to invent a way for shovel- 
ing wind off the roof, and for borrowing 
ten dollars until next spring. 


He is stuffing the heads of a great many 
folks just now—are you one of ’em? If 
you are, or are not, the following para- 
graphs will prove decidedly good medicine 
for causing the currency to circulate into 
your cash drawer. 


HEAD STUFFING, 
Copyright, 1893, The Gannett and Morse Concern. 


Our experience has been extensive, and we have tried nearly if not quite all of 
NEW YORK. the best mediums in this country. We can say, without any hesitation what- 
ever, that ComrortT ranks at the top. Our returns from our last contract were simply immense. 
TYPEWRITER HEADQUARTERS, 45 Liberty Street.—Aug. 23, 1893 
In our advertising summary for 1892, showing results from some thirty-six hundred 
ILL. papers, Comrort stands very high indeed, the cost per application being surprisingly low. 
Lyon & HEALY. —Chicago, Iil., Aug. 8, 1893. 
We have completed our summary list for the past spring, and find ComFoRT among the 
PA. very best paying journals. KAYSER & ALLMAN, Paper Hangings, Window Shades, etc.— 
Phila., Pa., Aug. 7, 1893. 

I have obtained excellent, indeed astonishing, results from my patronage of CoMFORT. 
1OWA. | often remark that “ were there a hundred Comrorts I would use them all.” The 
renewals of my contract are the best praise I can give your valuable medium. C. N. NEWCOMB, 
Mfr. Carpet Looms and Weavers’ Supplies.— Davenport, Iowa, Aug. 14, 1893. 

You struck it just right when you named your paper CoMFoRT. We certainly derive comfort 
ME. from the large returns we receive from our advertising with you. Wedo not think there 
s any other paper or list of papers (at least, we can’t find them) that will bring the same returns 
for money expended that ComForT will. We now have a yearly contract with you and will gladly 
make it five years; for, while we began with you when your rates were fifteen cents a line, our ad- 
vertising never paid us better than now, when it costs five dollars a line. A. SpErrs, Mfr. Portable 
Force Pumps, Steam Cookers, ete —North Windham, Me., July 24, 1893. 
It gives us pleasure to state that the returns from our advertisement in ComForT have 
N. Je been excellent. You may know this from the fact that we have placed with you a con- 
tinuous advertisement. BEETHOVEN ORGAN Co.— Washington, N. J., Aug. 4/, 1893, 


We are pleased to acknowledge that our experience with ComFortT has been most satis- 
wis. factory. It stands second on our list of over forty different publications. IMPERIAL Bit & 
Snap Co —Racine, Wis., Aug. 7, 1893 

I am so well pleased with returns from ComForT that I desire to keep a standing 
D.C. advertisement. S. C. FITZGERALD, Patent Attorney.— Washington, D. C., July 25, 1893. 

We have now been advertising in your publication for the past nine months, and upon 
MICH. looking over our records we find that we have been receiving a surprisingly large num 
ber of inquiries, and out of these inquiries we have succeeded in getting a good number of students 
to study law with us. It will interest you to know that our returns from Com¥Fort have been in 
every way satisfactory. THE SPRAGUE CORRESPONDENCE SCHOOL OF LAw.—Detroit, Mich., July 25, 
1893. 


We have used COMFORT with success, and expect to use it again when we place our next 
OHIO. jine of business. THE WiLRER H. MURRAY MFG. Co.—Cincinnati, Ohio, Aug. 5, 1893. 


You are aware that we have recently renewed our contract with your paper. Allow us 

MASS. the pleasure of saying in this connection that with our experience of several years’ 

advertising in ComFORT we have been entirely satisfied, and think we have had as good returns for 

= money as from any other medium we have used. THE PINLESS CLOTHES-LINE Co.— Worcester, 
ass., Aug. 7, 1893. 

N. Y, COMFORT “ got right there” last season, as usual. Any one looking over our mail must 

Flo ® agree with yout claim. “If you put itin Componrt, it pays.” J.J. BELL, Seedsman.— 
owers, N. Y., Aug. 9, 1893. 
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and family present their compliments to those who are worrying 
about their present whereabouts, and beg to announce that 
during the panicky period they will be 


- ti A})/ 
‘ Ct « A 
| in the One Million Two Hundred and Twenty-one Thousand fam- 
| ilies regularly reached by Comfort, but that they will hold them- 
selves in cheerful readiness to promptly respond to all legitimate 
calls* of such profit-producing, /abor-saving, life-brightening nature 
_as may be of interest to the panic-proof Mighty Middle Classes. 


United States of America, 
September the First, Fighteen Hundred and Ninety-Three. 








*The most effective “call” for precipitating the Mighty Dollar into the 
purses of honest—value-giving people is a card in ComMFrort, which is seen and 


studied by 
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pair of eyes. Largest sworn circulation in America—One Million Two Hundred 
and Twenty-one Thousand, 


Now ia the time to successfully bid for the millions of idle Mighty Dollars. 





The Gannett & Morse Concern, Publishers, Augusta, Maine. Boston Office, 228 Devonshire Street. 
New York Office, Tribune Building, 
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@ @ Do not keep your light un- 
der a bushel, and remember 
well the power of the press. 9 9 





This was the advice quoted in a recent issue 
of Printers’ Ink, from one whose expendi- 
tures for Newspaper Advertising have run 
into millions, and whose remarkable success 
in building up an immense business from a 
small beginning is there described. 

We are now entering the harvest months, 
and a period of greater commercial activity is 
clearly in sight. 

Those who desire to gather the richest of 
the business harvest should prepare themselves 


at once. 









Write to the undersigned. Tell us what 
you have to sell and how much you are will- 
ing to spend to let the people know it. 

We will do the rest, and do it in a way 


that will please you. 


The Geo. P. Rowell Advertising Co., 
NEWSPAPER 
AND MAGAZINE ADVERTISING, 


10 SPRUCE STREET, NEW YORK. 














